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Can containers give sales talks? These redesigned 
examples indicate the possibilities. They say to 
retailers, “We're too attractive to hide’. To women 
they say, “You can see we're quality products”. 





WOULD A VACUUM keep your product better, as it now will this popular 
coffee brand? Protection from air helps many a product—thus builds consumer 
satisfaction and repeat buying. Your 
product may benefit from hermetic seal- 











ing, or protection from light, moisture or 
drying out. Canco can fit your needs 

. and add sales-stimulating eye-appeal 
at the same time. A redesigned container 
for your product may be more econom- 


ical than you think. 








METAL ARMOR PROTECTS this bath tonic from moisture 
and light until the last spoonful has been measured from 
its wide-mouthed, snugly-capped top. Yes, the metal pack- 
age costs a trifle more, but women prefer it—and more 
women buy it. The manufacturer credits his material sales 
increase largely to this better-looking, more convenient 
container. Have you a product Canco packaging skill can 
help you sell in larger volume? 


Seev7lemre 





WANT TO BREAK SALES RECORDS? This laxative herb tea 
did so by discarding its old carton, reappearing in a smart- 


looking, slip-cover oval can— beautifully lithographed. Do 


you know how economically a transformation like this can 
be made? Try it on your product and profit. Write for 


complete information. 


Address Department MP-1 





AMERICAN CAN COMP 


230 PARK AVENUE, NEW YORK CITY 
WORLD'S LARGEST MANUFACTURER OF METAL AND FIBRE CONTAINERS 

















What better place to suggest other products, other uses for a product, than 
on the “top” of the package? ... the “top” is the first thing a housewife sees when she picks up a package 
from the grocer’s counter >» » » The casual suggestions of a hurried clerk may be lost in the crackle of wrapping 
paper, jangle of phone bells and usual confusion of a busy store . . . but she reads what the metal cap has to 
say >» » > ‘Children Like—,” it brings to mind thick slices of bread generously spread with grape jam, peach 
preserves or bitter-sweet marmalade . . . just the thing for the children’s after-school lunches . . . she'll 
take a jar... make it three » » » What better place to suggest other products, other uses for a product, 


than on the “top” of the package? 


PHOENIX METAL CAP CQ. 


2444 WW. SIXTEENTH ST... CHICAGO * 3720 FOURTEENTH AVE., BREOOELYN 
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NEXT MONTH 


“General Store--1836 Model” contrasts 
interestingly with the up-to-date retail 
establishments that have taken its place. 
There was little of the “consumer con- 
venience’ to be found then, as compared 
with the sales-appealing packages which 
one finds today. An article, under the 
above title, describes what the shopper 
of a hundred years ago found. 


Front cover, this issue, was printed from 
direct color photographic plates made 
by the Rosenow Company and shows the 
application of White vapor vacuum 
sealed caps to products of the Capital 
City Products Company. 
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Latest high-speed Continuous Loading Cartoning Machine combined with a Cellophane Wrapping Machine for candy-coated chewing gum, 


The F. B. REDINGTON CO. 


packaging machinery manufacturer, celebrates its 


FORTIETH ANNIVERSARY 


ACKAGING machinery was in its first crude stages in 1897 when the F. B. 
Redington Co. was founded. Packaged products were few and _ practically 
none of those famous today were in existence. Today, forly years later, the history 
of this pioneer manufacturer parallels the vastly increased use of packaged products. 
Its founder, Frank B. Redington, is still president and active head. He has de- 
veloped an Engineering Staff which is constantly pioneering new ideas for automatic 
packaging, cartoning, wrapping, sealing and Cellophane wrapping for every type of 
product from drugs to foods, razor blades to playing cards. 

Although we no longer build standard chewing gum wrapping machines (only 
highly special adaptations), a stick of gum was the inspiration that started the F. B. 
Redington Co. forty years ago. As superintendent of the Zeno Chewing Gum Co., 
Mr. Redington was often obliged to send girls home from work, their fingers and 
thumbs sore and bleeding from wrapping sticks of gum by hand. Something, he 
concluded, had to be done. It took a year of evening work just to draw the plans. 
Seven years after his first patent, Mr. Redington sold his idea to Zeno. Then he 
quit the gum business and started to make wrapping machines—lo wrap anything. 

By 1916 the need for automatic cartoning had grown to an extent that caused 
it to become a major concern of the F. B. Redington Co. Many of the most im- 
portant developments since then have been pioneered by Redington . . . the first 
cartoning machine to operate at speeds in excess of 100 per minute. . . the first 
with automatic circular folding mechanisms . . . and now, the new Continuous Load- 
ing Cartoning Machine, “the most perfect and complete yet.”’ 

Most important of all, Redington Packaging Machines have helped make volume 
production of packaged products practical and economical. That forty years of 
experience is yours to command. 





Y 








F. B. REDINGTON, President 


F. B. REDINGTON CO. (Est. 1897) 110-112 So. Sangamon St., CHICAGO, ILL. 
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Meléee ef RESINOX 


THERE IS A RESINOX MOLDING MATERIAL FOR EVERY MOLDING 


NEED. ASK YOUR MOLDER FOR DETAILED 


INFORMATION, OR 


WRITE RESINOX CORPORATION, 230 PARK AVE., NEW YORK, N. Y. 
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THIS IS 


TILE ENAMELAY 


FROM HAMPDEN 


At last Hampden has developed a box paper that 
looks like tile. Undoubtedly it is going to cover some 
of the most outstanding boxes of 1937. Maybe 
your box will be one of the lucky ones. At any 
rate you owe it to yourself to send for the set of 
working sheets awaiting your call and see how 


TILE ENAMELAY looks on your new box. 


Hampden Glazed Paper & Card Co.-Holyoke, Mass. 




















@ “Man, I’ve got nearly two thousand different prod- 
ucts in this store. Now you tell me why I should push 
yours. 

“Because it’s well advertised ? So are half the others. 
Because you’re going to give me a nice display card? 
The storeroom’s full of em now. And I get plenty of 
free goods offers too. 

“Listen —I don’t care whose product I sell and I 
can’t see that yours is going to make me more money 
than anyone else’s. So— why should I push it?” 

Doesn’t this sound familiar? It’s an old story to 
your salesmen. 

But there’s a way to get around a dealer like this. 
Give your product such display value that he profits 
by keeping it out in plain sight. Give it a package 
that makes people ask about it, reach for it, buy it. 


W. C. RITCHIE AND COMPANY 


PHILADELPHIA 


NEW YORK DETROIT CINCINNATI 





Why Should 7 Push YOUR Product ? 





He'll recognize the value of such a package, and he'll 
want to take advantage of it. 


A Package by Ritchie is a real talking point, real 
selling ammunition. For in a Package by Ritchie, 
dealers see a promise of consumer demand that means 
sales for them — and that means sales for you. 


WRITE FOR THIS BOOKLET 
It will give you a new appreciation of 
modern packaging ... and new ideas 
on point of sale merchandising. It dis- 


cusses clearly the developments and trends 





in package design. Describes the Ritchie 








organization in detail, and tells you how 
to make use of Ritchie’s unusual design- 


ing facilities. Send for your free copy. 


8849 BALTIMORE AVENUE CHICAGO 


LOS ANGELES 


MINNEAPOLIS FT. WAYNE 
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POCKET 
TYPE 
CARTON 
SEALER 
AND 
WEIGHER 


30 


PACKAGES PER MINUTE 
ONE OPERATOR 











The Tip Top Cereal Co., Albany, N. Y., fill and seal Puffed Wheat, Rice and Corn with 
this Packomatic Pt Sealer equipped with adjustable one station volume filler 


RAPIDLY ADJUSTABLE FOR WIDE RANGE OF CARTON SIZES 


No change parts are required. It will handle cartons ranging in size from 214” to 614” width, 
1” to 4” depth and 4” to 10” height. Furnished with Net Weigher, Auger Type Filler, or 
Volumetric Filler. 

The cartons are registered by operator into pockets, where they are held squarely in adjustable 
holders, pockets move intermittently. All operations for the sealing of bottom flaps, weighing, 
filling and sealing top flaps are performed automatically. Speed up to 30 packages per minute 
with one operator. 


WE MANUFACTURE A COMPLETE LINE OF PACKAGING MACHINES FOR 
OPERATING AT SPEEDS OF 15 TO 60[OR MORE PACKAGES PER MINUTE. 
A PACKOMATIC ENGINEER WILL CALL UPON REQUEST—NO OBLIGATION. 








































( ( 
} 
The Haserot Co., Cleveland, O., weigh and fill coffee into S. A. Domi dames Aires A., weigh and seal 
paper cartons with this Model PT Sealer equipped with an Yerba Mate with this Packomatic Bt Sealer equipped with 
automatic two-bucket gravity net weigher, which operate; automatic two-bucket weigher and bulk and dribble feeder, 
intermittently synchronized with machine and triple shaker 





& PAG KOMATIC 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 


—BRANCH OFFICES— 


CHICAGO NEW YORK CLEVELAND ST. LOUIS LOS ANGELES 
SAN FRANCISCO SEATTLE NEW ORLEANS SAN ANTONIO DENVER 
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Everyone knows there is a difference in razor blades, even 
though they look alike. The same is true of screw caps. In 
appearance they are all pretty much the same. But CCS Screw 
Caps seal more effectively because they have a special thread. 


The Deep Hook Thread is patented. It is available only in CCS 


Screw Caps. And it gives you these definite advantages in the 
sealing of your product: 


1. 





Spins on the PRODUCTION 
er er ee re SPEED 
Seals tighter with SECURITY 
less application FOR YOUR 
OE ee eee Te ene ere PRODUCT 
Far easier to CONVENIENCE 
remove from FOR YOUR 
op crest oa ene ex eorenen en CUSTOMERS 


The best way to see the difference in CCS Screw Caps is to 
give them a trial. An adequate supply for testing will be sent 
gladly on request. 


CROWN CORK AND SEAL CO., BALTIMORE, MD. 


World’s Largest Makers of Closures for Glass Containers 





























BEAUTIFUL 
LITHOGRAPHY 


CCS Screw Caps have ex- 
ceptional beauty of decora- 
tion and finish. The CCS 
Lithographing Plant is one 
of the largest and finest in 
the world. Its long experi- 
ence and unmatched facili- 
ties for coating and deco- 
rating metal assure at all 
times the finest lithography. 
There is also a staff of art- 
ists at your disposal, who 
will prepare, without 
charge, attractive designs 
for your caps. You are 
invited to make full use of 
this service, 
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MADE 


AT RIDGEFIELD, 
RIDGELO—‘‘’THE BEST 


Representotives: W. P Bennett & Son, Toronto 


A. E. Kellogg, St. Lovis . Pacific Coast Distributors: 
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Zellerbach Paper Co. 
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The Thrill of 






To the big game hunter, the thrill of conquest is directly 
proportional to the size of the quarry. To the sampler 
and packager of drugs, perfumes and proprietaries, the 
thrill of success is measured by the extent of popular 
acceptance and nation-wide use. 

Kimble Glass Vials — serving as miniature show-win- 
dows for the products they carry—are constantly tracking 
down and capturing prize markets for their far-sighted 
users. Fully transparent, lustrous in finish, thoroughly 
retempered and strain-free, these beautifully labelled and 
colorfully closured Kimble Vials assure the consumer of 
safety, sanitation and pocket convenience—for powders, 
capsules, liquids, salts, pills, oils, chemicals, and thousands 


of kindred products. 


Don’t run the risk of losing “big game” sampling and ial . oe a! : 
: ; : a . aE carrivel ey. 
packaging markets when results are so certain and profits al flower ES 


so sure with Kimble Glass Vials. There are types and 
sizes to meet every modern and practical demand. 


Consult with Kimble FIRST! 





K\ KIMBLE GLASS COMPANY. - - VINELAND, N. J. 


NEW YORK~- CHICAGOs+ PHILADELPHIA+DETROIT* BOSTON 
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VERY sealing job is a problem of its own. A vacuum seal may be required for one product; another needs 

an air-tight closure, another a highly decorative seal, and still another a cap that facilitates easy opening. 
And so on for actually thousands of different requirements and purposes. Sometimes a glass package is sold only 
locally. A certain type of closure is satisfactory. A more perfect seal is required for the product that goes to 
the four corners of the earth. So here at Anchor we have developed the world’s largest line of closures—of tin, 
aluminum, and molded materials—actually the right closure for every conceivable sealing purpose. No matter 
what you pack in glass, or how difficult or unusual your needs are, you can be certain that Anchor’s recom- 
mendations are based on your requirements, not on any limitations of ours. An Anchor representative will be 
glad to show you the entire Anchor line. ANCHOR CAP & CLOSURE CORPORATION, Long Island City, 


New York; Toronto, Canada. Branch offices in all principal cities. 
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INCE the days of the early glass-blowers the making of glass containers has taken great forward strides. 

In the modern factories of Capstan more-than-human machines take the place of the manual worker... 
machines that turn out millions and millions of glass containers in an almost endless variety of designs, each a 
sparkling tribute to the ability of the craftsmen who design and supervise the making of Capstan Glass. In the 
old days, human limitations also limited the number of available designs ... Today Capstan makes quality, 
electrically annealed, diamond-bright glass containers for every purpose where a fine, accurate, sales-compelling 
vackage is needed. From the great number of Capstan stock molds the majority of requirements can be satisfied, 
vut for the unusual problem Capstan’s able designers can furnish distinctive, individualized containers. Why 
iot talk to the Capstan representative about your glass container needs? CAPSTAN GLASS COMPANY, 
onnellsville, Pa. Associate Company, SALEM GLASS WORKS. Branch offices in all principal cities. 


















Jhe new CHAMIPILAIN 


ROTARY GRAVURE PRINTING PRESS 


















* OUTSTANDING FEATURES of the New Champlain Gravure press 


are: Elimination of makeready. Accurate register of color units. Higher speeds than with any other method. 


Uniformity of printing unaffected by atmospheric conditions, condition of paper, or skill of operators. High-gloss 


finishes without the use of lacquer or varnish. Improved type of gravure plate insuring faithful reproduction. 





Immediate fabrication of printed piece. Simplicity of operation. No offsetting. Prints on all types of paper, eS 
not restricted to gravure stock. For further details write to CHAMBON CORPORATION, Garfield, New Jersey. ee "rs 





CRAMPRBLAIN 


ROTARY PRINTING PRESSES 
MODERN PACKAGING 
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FOR MOTHER’S DAY AND EASTER 


These package papers have a truly femi- 
nine appeal that will get instant attention. 
Dealers will recognize their display value 
at once and put the boxes in their win- — 
dows and on their counters. Work sheets 
will be sent immediately upon request. 
Tele MaARYELLUM COMPANY 


PAPERS DISTINCTIVE HOLYOKE - MASSACHUSETTS 





‘Thia insent is printed on No. Ti1, Pink 














NEW YORK » 22 East 40th Street 


American Coating Mills is prepared to put intoa carton 
for your product all the beauty of design and finish of 
a modern streamlined train. The brilliance, the fine 
printing, and super rigidity of A.C.M. Clay Coated 
Cartons will give it ‘‘eye-appeal’’ on the dealer’s shelf 
and counter where sales are made. 


A.C.M. has a highly trained staff of expert designers to 
modernize and give added display value to cartons. 
Compare your cartons with those of competitive prod- 
ucts. Then write or phone foran A.C.M. representative 
and let him prove to you (without obligation of course) 
that A.C.M. Clay Coated Cartons can increase the ‘‘eye- 
appeal’’ of your product. 


AMERICAN COATING MILLS. 


MAIN OFFICE e ELKHART, INDIANA 





INC. 


Wrigley Building » CHICAGO 
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These machines are producing thousands of cans every twenty-four hours . . . 


and new machines are being installed to keep up with demand. 


Business is good in St. Louis. And we intend to keep our fibre can plant... one of the largest... 
operating at capacity. 
How? 

By winning new customers and holding old ones. . . just as we always have . . . by giving them Sefton 
Service. That means keeping a host of Soha representatives all over the country... trained, skilled, 
bright merchandising engineers, who can help you plan your packages, iron out the kinks in production, 
or put through a rush order at the speed of a silk-express. 

You'll like your Sefton man . . . and you'll like the backing he gets from the home office. And you'll 
like the way you can reach him . . . in or near your city. For there’s a Sefton office in almost every large 
city. Check your classified phone directory listing ‘“Cans-Fibre,” or wire us direct. 


SEFTON FIBRE CAN COMPANY 


St. Louis, Missouri 
pistricr cornices se Plants—Maplewood, Missouri @ New Iberia, caeggy ll 
8 att jes, Calif. San Francisco, Calif. Denver, Colo. Pho eden, Mam. Dat Georgia, Chicago 1. Hinois, Hlinois, 
















JENNY LIND 


nt 1s Toon’ 


YN A NEW ODRE S s 
It’s an S & S Tight-Wrapped Package 


S cHULTZ-BAUJAN & CO. of Beardstown, Ill., is one more company to 
join the ranks of those who package their products on complete 
Stokes & Smith Packaging Lines. 



















Jenny Lind Pancake Flour is speedily and accurately filled into plain 
unprinted cartons on an S&S Filling Machine. These cartons are closed 
and sealed, top and bottom, on the S&S Carton Sealer. Conveyors 
then carry them to the S&S Tight-Wrapper where they are quickly 
wrapped and sealed with varnished wrappers. 


The resuit is a package sealed against dust and weevil—a package 
that is non-sifting and remarkably resistant to air and moisture. Equally 
as important is the fact that the fine appearance of the Jenny Lind 
Packages gives them first choice over competitive packages at the 
point of sale. Write for detailed information. 


STOK E(ZS)MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA. U.S. A. 





FILLING MACHINES © CARTON FILLING AND SEALING MACHINES ®© BAG AND ENVELOPE 
FILLERS AND SEALERS © TIGHT-WRAPPING MACHINES © COMPLETE PACKAGING LINES 
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@ A pinch between a paper expert’s fingers is the time-honored 
test of paperboard stiffness. But pinches can’t be measured —so 
this and other rule-of-thumb methods have been discarded in 
Concora laboratories and mills. 

Today, a specially designed machine determines the rigidity 
of Concora paperboards. Its measurements are precise and ac- 
curate. Frequent testing makes possible uniform rigidity and a 
guaranteed compression standard on Concora shipping containers. 

This scientific background—from formula to finished prod- 
uct—provides solutions to many a packaging and shipping 
problem that involves folding cartons as well as shipping cases. 
Ask our representative to explain it. Or better—see it in the 
nearest Concora laboratory. 


CLEARS UP THE SUBJECT OF CORRUGATED CONTAINERS 
Send This Coupon for Free Booklet That Will Help You in Your Buying 


‘ ’ , ° ; cee C-1 
CONTAINER CORPORATION OF AMERICA, 111 W. Washington St., Chicago, Ill. 1] 


’ 


Gentlemen: Please send me a copy of ‘*The Corrugated Shipping Case.’ 


Name ee 


Position : ‘ og eee 


Company___—— 
Address etree 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILLINOIS 
MILLS, FACTORIES AND SALES OFFICES AT STRATEGIC LOCATIONS 
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BERR R RR ERER RR RRR RRR ER RRR RRR RRR RR RE RR SRE SE SE. 
‘aa Ra RRR RRR RRR RR RRR RRR ERR RRR RRR ERR RRR ERS 
BER RRR RR RRER RRR RR ERR RRR ER RRR ER RE RRR RRS EES 
‘aE Ra REE RRR RRR RRR RRR RR EBE RE R RRR ERR ER RESR ESE ES. 
EER RB RR RR RE R RRR RRR RRR ERR ERR RRR RR RRR SEER ESE) 
—aEaRa RR RRR RRR RRR RRR RRR RR ERR RRR RRR RE SRSESE SE 
EER RRR RR RRR RE RR RE R ERR ERR ERR RRR ERR ERR ERR ESE SEI 
‘aa Re RRR RRR RRR RR ERR ERR RRR ERR RRR ERR ERR ERR ERE SE 
eae RRR RR RR RRR RRR RRR RRR RRR ER RRR ERR ESR EE SE. 
‘aRaRe RR RRR RR RRR RE RRR RE RR RR ERR ERR ERR EERE SE SE. 
eae RRR RR RRR RRR ERR RRR RRR RR ERR ERR RRR R REESE) 
—EaRaRe RRR RE RRR RRR RRR ER RRR RRR RRR RRR RE RSE SERS 
aaa Re ERR RRR RRR R RRR RRR RRR RE RRR ER RR SE ERE SE EI 
—EaRaRa RRR RRR RRR RE RER RRR ERE RRR ERE RRR ERR ERR ER ER 
‘Eee Ra RRR RR RRR ERR RR RRR ERR RE R RRR RRR RRR EE SE SE. 
eae Rea RRB RRR RRR RRR RRR RRR ERR ER RE R RRR SR ERR ESR ERS 
ee Rea Re RR RR RRER RRR R RRR RRR ERR RRR RR ERR RE SRE SE SE. 
—EaRa Ra RRR RRR RRR RR RRR ERR RRR RRR ERR RR SRERE EES. 
Ea Ra RRR RRR RRR RRR RRR RR RRR ERR ERR RE R ERR EE ESE. 
Baa RaR RR RRR RRR RRR RRR RRR RR RR ERE R RE REESE SE SB. 
—EaRaRa RR RRR RRR RRR RRR RRR RRR RRR RE RRR SERRE SE SE. 
aaa RE RRR RRR RRR RRR ERR ERE RE RERR ERR SR ERR SRR ERR 
ERR R RRR RR RR RR RRR ERR ER RE RR ERR ERR ERR ER ERE ERE SE) 
TERR RRR RRR RRR RRR RRR ERR ERR ERR ERR RR RRR ERR SESE SE 
—ERa RRR R RE RRR RE RRR RRR RRR RRR RRR RR ERR ERR ER ER EE) 
T—ERaR RRR RRR RRR RRR RRR RR ERR ERR ER RRR RSE REE ESE. 
eae RRR RR RR RRR RRR RRR RRR REBRE RB RERSEESR EE BSE. 
T—ERaR RRR RR BRRRE RRR RRR RR ERE RR ERR ERR ERE SRE RE SE S| 
Aaa RE RRR RR RRR RRR RE RE RR RRR RE RRR ERR SRE SE ES. 
Taxa RRR RRR RRR RR RRR RRR RRR RRR ERR RE SR SERRE SE SE. 
(ERR RR RR RRR RRR RRR ERR RRR ERR RRR RR RE RRR ESE EJ 
aR Re R RR RRR RRR RRR RR ER RRR RE R ERR RRR REE ES. 
“Ea Ra RRR RRR ERR RRR RR RE RR RER RR ERR ER RRR ERR ESS. 
(ARR RRR RRR RRR R ERR RRR RE RRR RRR RR RR ERR SE ES. 
Eee RRR RR RBO RRR RRR RE RRR RRR ERR ER RRR RRR RES SE) 
a RaRa RRR RRR RRR R RR RRR RRR RRR ERR ERR ERR ERR EE SE. 
eae RR RR RRR RRR ERRERRE RE RER RR ERR ERR RRR ERR SEE SE. 
aaa RRR RR RRR RRR RRR RRR RR RRR RRR SR ER SESE ESE. 
“Ea ReRaR RRR RR RRR RRR RRR RRR RRR ER RRR ER ERR SRE ES. 
ae R RRR RRR RRR RRR RE R ERR RRR RE R ERR ER SRE SESE. 
Eee ReRRBaR RR RRR RRR RR ERR RE RRR ERR ERR BRR ER EEE ES. 
BERBER EBREREEBEBRE BERBER EER ReReRReReReEeReRRE EE B22 ee 
ae RRR RRR RR RR RRR RRR RRR ERR ERR ERR ERR EERE SEE SB. 
a eaReRRE RRR RRR RRR RRR RER RRR RR RRR ERR ERE SR SESE. 
SERB ReReReRER RRR eReEee eee ee eRe RR RRR Ree eee ee 
aa RRP RPE BO RE RE RR RRR RRR RE RE R ERE RE RE RERESR ES. 
eee eee RRR RRR RRR RRR RRR RRR RRR REE 
BRERBEEREBREREEBERBHREERER EERE RRB RRReRRREReReBe eee 
BRRRBRERRRER ERR ER BRR eR eRe eR eRe eRe RRR RRR RR eee 
Rae RE ER RE R RRR RE REE ERE RE RE RRR ERR ER ER ERE EE SE. 
BERR RERBRHE HR RR RRR RR RR RRR RRR BRR eee 
eee RRR BRR RRR RRR RERRERRERRER RE RRR ERE SRE EE 
BRBBRBRBE ERR BERR HR ERB RR eR Ree RRR RRR ER eee 
eee RRR RRR RRR RRR RRR RRR RRR RRR REE SE. 
BBRBRBREREERERHERHREHRER eR eBE RRR RR RRR RRR eee eee 
BRE REEERERERERHREREHR BRR RRR eRe eRe eee eee eee ese 
BER RB BEER RBHRBHREHRHRHR RRR RRR RRR RRR eee eee 
See eR RRR RRR RRR RR RRR RRR RRR RRR RRR RES 
BERBER ERR RRReREHR Ree Re RRR RRR RBBB Ree eee 









































































































PERFECTION 
BOX COVERINGS 
FOR 1937 








/ V E will soon pre- 


sent to you the widest choice of 
new designs, the latest motifs and 
the brilliant colorings that typify 
the present happier times. 


New sample books are now in ( 
preparation. If you want a set 
please let us know. 








ROYAL PAPER CORPORATION 


formerly 
ROYAL CARD & PAPER CO. 


Manufacturers of Decorative Papers 


ELEVENTH AVENUE & 25th STREET ° ° ° NEW YORK, N. Y. 








This is a sample of CHECKER Box Covering—Blue on Blue Chrome 





GOOD, TaMaiper, UNCLE JIM 2 


gence JIM is a grand old fellow. He always has a grin. But he 
never beams quite so broadly until he lights a good cigar. 


Unfortunately Uncle Jim is one of those forgetful fellows who are 
always running out of smokes. Lately someone taught him how to 
get around this. He’s started buying his cigars in handy containers 
of five that slip into his upper coat pocket. Perhaps he does smoke 
a littie more this way, but he’s thoroughly sold on the new brand that 
comes in this package. It keeps his cigars fresh, his pocket well filled. 
Uncle Jim has unknowingly learned something about Bags by Royal. 


Many companies that merchandise cigars and other tobacco products 
have profited from a knowledge of Bags by Royal, too. Selling cigars 
in units of five, a dozen or twenty-five, or putting pipe tobacco in 
handy and attractive Cellophane pouches —dressing up a host of 
products in colorful holiday wrappings—these and many other uses 
have been made of Bags and Wraps by Royal in the Tobacco 
Industry. Investigate their use in your industry. Write for samples. 


THOMAS M ROYAL & CO 


PHILADELPHIA US A 


PITTSBURGH BOSTON ST. LOUIS MINNEAPOLIS 


NEW YORK CHICAGO DETROIT 
SYRACUSE FORT WORTH ATLANTA HOUSTON 


SAN FRANCISCO DAYTON 











MODERN PACKAGING’S BIGGEST AND MOST BEAUTIFUL ISSUE 
TO CELEBRATE OUR TENTH BIRTHDAY 


ANNOUNCEMENT AND ILLUSTRATION OF THE ALL-AMERICA 
PRIZE WINNERS IN A SPECIAL COLOR SECTION! 


DISTRIBUTED AT THE SEVENTH ANNUAL PACKAGING EXPOSITION 
MARCH 23rd to 26th 


SPECIAL TENTH ANNIVERSARY SECTION 


Note to advertisers: This issue will be the largest yet 
published. Space reservations will be positioned in the 


order received. 
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HOTEL PENNSYLVANIA 
NEW YORK | 
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Complete, Hi-speed packaging with one 
compact machine. Firmly held in a pocket. 
each carton ‘goes in, goes ’round’’—and 
comes out to the pressure dryer belts—all 
packaging operations completed in one 
revolution, at high speed! Further evi- 
dence of the advanced design you'll find 
in every Pneumatic built packaging or 
bottling machine. 


This close-up shows you every step: start- 
ing with carton-forming, then bag liner 
making and inserting, filling the package, 
closing the liner, and finally glue sealing 
the carton top and bottom. 

Ask Pneumatic for the full story on this 


complete, compact unit as it would be 
built to suit your requirements. 


and it comes 





out here’’ 


LINED— 
FILLED— 
SEALED? 


This modern Combination 
Packaging Unit is built spe- 
cifically for large volume 
output on a single small 
size carton requiring a tight inner liner to maintain product 
freshness and flavor. 


Manufacturers who market individual size flake cereals, or 
sample cooked cereals, small dessert packages or tea cartons, 
etc., fully realize the importance of low cost packaging. Here 
is a unit carefully engineered by Pneumatic to guarantee 
maximum production with highest efficiency and lowest cost. 


Ask us to tell you how you can save up to 50% on lining 
costs alone. Let us explain, too, how Pneumatic’s proved 
filling devices guarantee uniformly accurate weights. Outline 
your requirements to Pneumatic and we will gladly give you 
our best recommendations without obligation. 


PNEUMATIC SCALE CORPORATION, LTD., 71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 


Branch Offices in New York; Chicago; San Francisco; Los Angeles; Leeds, England; Paris; Melbourne; Sydney, N. S. W.; Wellington; and Buenos Aires 





PNEUMATIC SCALE 


x * * Packaging Machinery « xk * 
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A labeling unit that does its job 100% 


Here at last, is perfect register, and ‘‘change 
parts’’ that are petty cash items: or can be 
made right in your own shop! Elimination of 
glue-seepage, with the inspection and wiping of 
containers. Handles foil labels as well as paper 
.... applies them on arcs, flat surfaces or re- 
cessed areas. Made in standard units; tandems 
for duplex labeling, or turret style for high-speed 
production. Fits into any production line-up... 


Pony Labelrite 


Any label that can be glued by hand—regard- 
less of size or shape, can be applied faster and 
better on the PONY. Take sizes as small as 34 
by 34 inch. Now being used for vials, flasks, 
jars, bottles, boxes, tip-ons, outserts and spools 
in food, drugs, cosmetic, toiletries, chemicals, 
glassware and greeting card manufacturing. 
Write NOW,’ for demonstration and details, 
sending sample labels for test and report. 





The standard PONY unit, which can 

be installed = = by hand or from 

conveyor. nstalled as is, it can 

readily be altered to run in tandem NEW JERSEY MACHINE CORP. 
at any later date, for increased pro- si 

duction requirements. 1600 Willow Ave., Hoboken, N. J. 





Chicago Office—549 W. Washington Blvd. West Coast Agent, L. H. Butcher Co., Los Angeles, Calif. 
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Said Johnny String Bean to ritzy Miss Fruit Salad... 

“That's the most natural picture of you I’ve ever seen.” 

“Of course,’ she replied,”“it was made by the 
)JTRU-TONE Process.” 








a BRILLIANCE AND LIFELIKENESS 


Introduced by “U-S”, the new TRU- 
TONE process of accurate photo- 
graphic color reproductions, made 
directly from the product itself, as- 
sures lifelike pictorials. 


TRU-TONE PICTORIAL VIGNETTES 


shown here are reproduced from the 
actual label-plates. They represent an 
entirely new line of “U-S” Pictorials in 
the TRU-TONE process—now available 
in plentiful variety to bring your labels 
up to the modern standard of natural 
color-brilliance and realism. Their aston- 
ishing fidelity to the natural, flavorful 
appearance of the food itself adds new 
shelf-strength and sales effectiveness. 
Exclusive designs if desired — lithogra- 
phy or typography. Send for samples. 
No obligation. 








% All “U-S” TRU-TONE Pictorials are copyrighted. 


AMERICAN LITHOGRAPHIC DIVISION 
ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 
DONALDSON LITHOGRAPHING DIVISION 


SALES AND SERVICE OFFICES: ERIE LITHOGRAPHING & PRINTING DIVISION 


CINCINNATI LOS ANGELES PHILADELPHIA 
CLEVELAND KANSAS CITY PITTSBURGH PALMER ADVERTISING SERVICE DIVISION 
A SAN FRANCI 
(Dearborn Station) MINNEAPOLIS SEATTLE W. F. POWERS DIVISION 
INDIANAPOLIS NEW YORK ST Louls - THEO. A. SCHMIDT LITHOGRAPHING DIVISION 






























opportunities await your product in the 
market place! @ NATIONAL’ CONTAINERS 
successfully register your product theme ° 
whether it be one of Utility, Ultra-convenience 
or sheer Beauty appeal. 

NATIONAL” has Original 
s Packaging Ideas! c) 


Callusinto Yourproblem. Wire, write orphone. 





v7 








NATIONAL CAN COMPANY e EXECUTIVE OFFICES e 110 EAST 42nd STREET - NEW YORK CITY 
Sales Offices and Plants ¢ NEW YORK CITY » BALTIMORE * BROOKLYN « CHICAGO + BOSTON «+ DETROIT +* HAMILTON, OHIO 
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This machine is the last word in high speed pro- 
duction of multicolor labels, cartons, wraps, 
tickets, etc., completely finished in one single 
operation, on any material from transparent 
cellulose to 35 point board in roll form. 


All operations are performed in a single 
line. The bed and drive shaft provided with 
steel pinion can be equipped with any or all 
of a host of patented and perfected devices; 
Printing—face and reverse—in letter press, 
in offset, with aniline inks, also in Rotogra- 
vure. Any number of colors in either and 
any combination of these various methods. 
They can be provided with appliances for 
numbering and dating, creasing, emboss- 
ing, perforating (stamp style and others), 
varnishing and lacquering, slipsheeting if 
required. Finally, the machines perform 
sheet cutting or die-cutting, stacking 
of the finished product or counting in 
packages; also rewinding. 


At the left are shown samples of the work 
of these machines. Above is a typical 
three-color and die-cutting machine. 


Thousands of these machines have been 
functioning throughout the world during 
the last fifty years. 


Investigate their application to your needs. 
Write today. 


L. C. MACHINERY COMPANY, Inc. 


460 West 34th Street 


American Affiliate of 
L. Chambon, Paris 


MODERN PACKAGING 


NEW YORK CITY 


Chambon, Ltd., 
London 


MEDALLION 3-5383 





Dhese Dilicacés protected 
by Vapor— Vacuum ealing 


ODAY’s young hostess keeps a store of emer- 

gency supplies on her pantry shelf. Packaged 
foods ready for serving at an instant’s notice. 
{| She’s learned to select those delicacies protected 
by Vapor-Vacuum* Sealing, so that she can al- 
ways be sure of perfect flavor and condition, no 
matter how long they’ve been stored away. {Pro- 
tect your product with Vapor-Vacuum Sealing, 
that keeps foods fresh almost indefinitely . . . pre- 
vents deterioration . . . and makes possible a more 
attractive package. Tell your market about this 
additional protection you offer. You'll find its 


reaction is spoken in terms of greater sales. 
*Trade-Mark of White Cap Company 
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VAPUR-VAGU 


WHITE CAP CO 


NEW YORK CITY CHICAGO SAN FRANCISCO LONDON, ENGLAND 

















































































Each and every Dual Purpose package is an Aristocrat having style, beauty and quality. Built to a price 
to conform with your plans and exclusively for your product. 


These packages portray with real eye appeal the distinctive qualities of your product which is so vitally | 
necessary to bring maximum consumer sales. 


We manufacture a guaranteed odorless Dual purpose container for foods, confections, cosmetics, etc. 


A capable staff to analyze your packaging problems. Every inquiry is analyzed from all angles in order 
to build an exclusive package to best serve your purpose. Whether the package is styled in modern 
type, hand tooled effect, or in other of hundreds of designs, depends upon what idea proves most fitting 
to obtain the desired consumer appeal. 


A most modern plant equipped with the latest type machines to serve your every need in set-up boxes. 


ee ee 


Mutual Pe, oration 


EASTERN OFFICE AND SHOWROOMS F aoe ge | MeN Tre) Melae Ty). 
BRUSSEL-GALLEN CHICAGO OFFICE AND FACTORY The HOPKIN-MORGAN COMPANY 


225 Fifth Ave., Suite 803, New York City 1500 W. HARRISON STREET Federal Building Toronto 
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TWO TRIANGLE MODEL B CARTON SEALERS IN THE PLANT OF ITEN-BARMETTLER BISCUIT CO., OMAHA 


socal 9 SIZES OF CARTONS “ON THE RUN” 


Now packaging operations keep pace with biscuits 
coming from the ovens in a never-ending stream. It 
matters little what size cartons are required. Change- 
overs from one size to another are made practically 
“on the run’ with the latest Triangle Model ‘’B’’ 
Sealer. New snap-on carton shells (no screws) are 
placed in position ina jiffy. 45 to 85 perfect, tight, 
trim, bottom-sealed cartons a minute zip through 
this wonderful machine. In the new plant of ITEN- 
BARMETTLER BISCUIT CO. of Omaha... one of 


the most modern biscuit plants in the world...two 


oom st pila ston. 


—— Sn, : 
kya unellhet ™~ 
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Triangle Model ‘’B’s’’ are now at work. Used 
also in the plants of Salerno Megowan, Chicago, 
Robt. A. Johnston, Milwaukee, and Griggs 
Cooper, Minneapolis. Prices are low for a ma- 
chine of this calibre. Write today for particulars. 
Also installed on a self-liquidating lease basis. 


TRIANGLE PACKAGE MACHINERY CO. 


907 N. SPAULDING AVE., CHICAGO, ILL. 


50 Church St., New York e 111 Main St., San Francisco 
Foreign Office: 44 Whitehall St., New York City 
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This Photo-pattern of a Mexican Plant is made from two straight and two reverse prints cut and matched as are wood veneers. (Photo by Thurman Rotan 


Photographs in black and white and color 
are finding increased usage with the 
search for smart, colorful, and unique 
packages—particularly in the field of cos- 
metics and foods. The packages illus- 
trated show the effective adaptation of 
a symmetric photographic pattern. 

To help execute package designs, to 
achieve brilliant colors and combina- 
tions, and to enhance appearance by 
means of suitable paper finishing or 
metal decorating materials is the task of 


Sherwin-Williams Finishing Engineers 








and the S-W Industrial Color Servic 
These services are your source of 4 
without cost or obligation in developin 
and finishing packages. 
Sherwin-Williams is Finishing 8 
search and Engineering Headquarter 
For your every need the S-W Finishity 
Engineer and Industrial Color Servigf 
will help you to choose and to use finishé 
and colors most effectively and in of 
cord with your production requiremen! 
Write The Sherwin-Williams Compaq} 


Cleveland, Ohio and all principal cite 


SHERWIN - WILLIAMS FINISHES 





N 2 nw tno Decorative fabrics. 





@ These fabrics afford a new medium for the 
creation of distinctive packages. 


@ Previews of our line of decorative fabrics by 
discriminating fancy package designers, manufacturers 
and merchandisers have brought forth exclamations 


of amazement, and ORDERS. 


@ Highly successful Packages and Displays have 
already been made for cosmetics, stationery, and 


silverware. 


@ The samples here shown represent but a small 
fraction of the designs, textures and color schemes 
available—less than one percent. Write for addi- 
tional information and working samples. 


Notice to distributors. Inquiries are invited. 


UNITED 
oto mi men. 
PRODUCTS 
COMPANY 


SALES OFFICE: 
2 Park Ave., New York City 


FACTORY: 
Fall River, Mass. 


A Division of United Drug Company 


See our advertisement and 
fabric swatches in the 1937 
Packaging Catalog. 


Stop at our display booth 
at the 7th Packaging Exposi- 
tion, Hotel Pennsylvania, 
New York City, March 23 to 
26, 1937. 
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Of course, manufacturers of nationally distributed top quality 
products keep a careful eye upon costs, 


But — it is an interesting fact that many leaders in their fields 
have chosen Simplex not primarily because Simplex cost less 
than other containers of comparable strength and durability 
— but because Simplex Boxes possess features shared by no 


other paper boxes. 


In other words, the merchandising advantages of Simplex were 
the first consideration of these discriminating buyers — and 
the economy factor second. 


SIMPLEX BOXES 


ens STE TE. will save time, money and floor space for you too.. But more 
Trade Mark important, perhaps, is the fact that Simplex will provide a 
State: Sinden: Gipanen: Se A Oeete- OF sturdier, more substantial container that will present your prod- 
The U. S. A. And Canada. . 
uct to its best possible advantage. Let us tell you why so many 
other winners have chosen Simplex. 


"She Sotution to the Set - Up -/Sox-/roblem" 


SIMPLEX PAPER BOX CORPORATION 


LANCASTER, PENNSYLVANIA 











MODERN PACKAGING 
































Fairy 
Tarts 


eee, 


~ 











ym 





| 





1 (NG 








Before the days of Mickey Mouse 
A package carried just a label 
But now it has to entertain 
While sitting on the breakfast table. 


Remember the thousands of times, as a boy, you read, during breakfast, all the copy 
on the Shredded Wheat package? * Well, the generation of today gets detective 
stories, high adventure and Popeye in cereal form. * Which means that wrapper 
printers, these days, are almost in the publishing business. * If they can’t handle 
Buck Rogers in four colors with a change of scenario every few weeks, they aren’t 


going to get the business. 


Of course, there’s a lot of wrapper business that doesn’t have anything to do with 
comic strips, but it just shows the trend. Today — the wrapper sells the goods. 


Any old wrapper won’t do — it has to have sales appeal. And the sales appeal 








depends a lot on the printing. 

The larger wrapper printers depend on “3 Point” printing with Kidder Presses 
for high speed work in five or even six colors. They get faithful reproduction of 
the pictorial message. They get accurate register — of color upon color, of colors 
upon paper. They get skillful handling of both lights and darks. That’s “3 Point” 
printing. That’s why the printers of 90% of all wax bread wrappers, 60° of all 
vegetable parchment and 20% of all transparent cellulose use Kidder Presses. 


That’s why, when they have a new wrapper printing problem, they — 


Send it to KIDDER 


who builds standard machines for printing wrappers, car- 





tons, labels; bronzers; special machines for individual 
packaging jobs. Address U. P. M.—Kidder Press Co., 
main office at Dover, N. H., or call the New York, Chicago 
or Toronto office. On the Pacific Coast: Harry W. 
Brintnall Co. 6901 


JANUARY 1937 29 





























CARTON USERS! 


Why not adopt the BRIGHTWOOD style of 
carton with absolutely sift-proof bottom and our 
specially designed top closure sealed on our top 
sealer. A\ll in all you will have an absolutely sift- 
proof package without lining or wrapping. To prove 
our statement we show below cut of water-tight 
ice cream pail. Ninety percent of all the ice cream 
pails in use are made on our machine. The 


BRIGHTWOOD earton saves from 15-35 cents 


per thousand. 





The BRIGHTWOOD «carton forming machine is made in several sizes. 
It is especially adapted to making solid bottom cartons, glued on the two verti- 
cal sides. As the carton leaves the machine with its top flaps upright, it can be 
lined with glassine, wax paper or “cellophane” if desired. Production 30 to 
60 per minute. Fully automatic. 














PANELS A(INSIDE) FOLDED IN FIRST 





\ 
\ SESS 
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FLAPS B FOLDED INBETWEEN AYE 


\ 


PANEL C (OU7S3/DE) FOLDED IN_LAST 


\ \ 


| SETUP CARTON AS PRODUCED 
on BRIGHT WOOD 

















This BRIGHTWOOD product is water 
tight — sift-proof. Ninety percent of all 
ice cream pails are Brightwood-made. 


OTHER MACHINES WE MANUFACTURE 
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Carton Forming Machines Cellulose Film and Wax Wrapping Machines Top Sesting Machines 
Bottom Sealing Machines Collapsing Machines Paper Box Forming Machines 
Lining Making Machines Cartoning Machines Net Weighing Machines 


Gross Weighing Machines Combined Sealing Machines Taping Machines 


UNITED STATES AUTOMATIC BOX MACHINERY CO., INC. 


OWNING AND OPERATING 


NATIONAL PACKAGING MACHINERY CO. 


459 Watertown Street, Newtonville, Mass. 


Branch Offices 
CLEVELAND . CHICAGO . LOS ANGELES . LONDON, ENGLAND 
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the old tatel and come 
ol with the new. 


The New Thor Model Spray Gun of the 
Binks Manufacturing Company was just as 
good in its old box with its old printed 
labels. Just as good -- but it didn’t attract 
either dealer or consumer with anything 
like the same frequency or thoroughness. 


Let us show you what we can do in terms 
of your own product. Write, today, to - - 


s0nce they ‘ve discontinued 


K & 
SS 
. SS 


i A \ 
1B 


' 





Today, with a new set of embossed foil 
labels, designed and manufactured in 
bright red, black and silver, by Tablet & 
Ticket, Binks Spray Guns are moving at a 
faster clip. 








(Ihe TABLET & TICKET CO. 


1019 M WEST ADAMS STREET, CHICAGO, ILLINOIS 


115 EAST 23rd STREET 


NEW YORK 





407 SANSOME STREET 
SAN FRANCISCO, CALIF. 
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NW Mhame- 
“HAPPY BUNNIES“ 


FOR COVERING YOUR 


EASTER BOXES. 


IN STOCK FOR IMMEDIATE SHIPMENTS 


WIDTH OF ROLLS — 30 INCHES 
CONTENTS OF FULL ROLL — THREE REAMS 


Selection of two attractive color backgrounds 


No. 1434 - Yellow Background 
No. 1435 - Lavender Background 


PRICE LIST PER REAM 20x26—500 
(Subject to Change Without Notice) 
EIGHT ROLLS AND OVER - - - - - - - - $4.50 
THREE TO SEVEN ROLLS - - - - - - - - 4.75 
FULL ROLL - - - - - - - - - - - - = 5.00 
*LESS THAN FULL ROLL - - - - - - - - 60 
*LESS THAN FULL REAM - - - - - - - - 10.00 
F, O. B. NEW YORK 


*SHEETING AND REWINDING FROM FULL ROLL EXTRA 


NOTE:—PRICES ARE BASED ON REAM SIZE 20 x 26. AS ROLLS 
ARE 30 INCHES WIDE, BILLING PRICES WILL BE IN PROPORTION. 





SEND FOR COMPLETE EASTER PAPERS SAMPLE BOOK SHOWING 
MANY OTHER ATTRACTIVE DESIGNS. 


Authorities on Box Covering Papers 


303 LAFAYETTE STREET, NEW YORK 


624 So. Miller Street 167 Oliver Street 
CHICAGO BOSTON 


“Has your bine ; ar + 
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% From the color-splashed pages of America’s mass 
market magazines steps forth today’s most revolutionary 
advancement in pictorial selling: The printed reproduc- 
tion of merchandise in natural, life-like, authentic color! 
And now... Direct Color Photography by Rosenow adds 


new laurels to its record as an idea for packages! 


ACKAGING’S NEWEST 
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To package- producers and package-purchasers awake 
and eager for new sales weapons, Direct Color Photog- 
raphy flashes a vitally important message. Packages 
and labels illustrated with natural color reproduction 
possess an appeal, an attention-value, a selling power 
rivalled only by the contents of the packages them- 
selves! If you buy packages, design them, or manu- 
facture them, it will pay you to learn how Direct Color 
Photography is being used by leading merchandisers 


to increase the effectiveness Of 4 beautiful de luxe book LIFE 
IN COLOR demonstrating the 


application of Rosenow Direct 


packages, labels, and package dis- 
plays. Your inquiry places you Color Photography to advertis- 


ing illustration, is free... if you 


under no obligation whatsoever. _ request it on your letterhead. 


ROSENOW COMPANY 


340 W. HURON STREET, CHICAGO, ILLINOIS 
MODERN PACKAGING 
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Boxes that Boost Sales 
OF “LIFE-TIME” GOODS 


| ae household or personal 
accessories designed to give 
“life-time” service, packaging with 
Bakelite Molded offers unusual op- 
portunities to increase sales. Boxes 
made from this lustrous, durable 
material furnish added sales appeal 
of a permanent container in which 
to store the product between uses. 
Illustrated are two of many dif- 
ferent types of “life-time” mer- 
chandise whose desirability to 
customers has been increased by 
Bakelite Molded packaging. Be- 
cause these products are purchased 
with a view to long use, they gain 
both utility and luxury values from 
their high quality containers. 





[ ee Bakelite Molded packages may 
be formed in practically any size, 
shape or special design, and in a 
variety of colors. For many different 
patterns, stock dies are now main- 
tained by leading custom molders. 
Wherever appropriate to the prod- 
uct, they may be employed with 
savings in time and cost to produce 
containers in colors you select. 

We invite you to write for our 
new 48-page handbook 8C,“A Guide 
to Modern Packaging.” It gives 
detailed information on effective 
design, selection and use of pack- 
ages. We also will be glad to suggest 
names of molders who can supply 


Bakelite Molded packages. 





ST 


(Above) Remington Carving Set in lustrous black and red 
Bakelite Molded box designed by John Vassos. (Below) 
*Culbertson’s Bridge Chips” with durable container and 
tray of black Bakelite Molded. Produced for Midwest 
Products Company by Mack Molding Company and 


{ 


Harry Davies Company. 





BAKELITE CORPORATION, 247 PARK AVENUE, NEW YORK, New: 
BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario, Canada 


BAKELITE 


REGISTERED B U.S PAT. OFF 
The registered trode marks shown cbove distinguish moteriols numerical sign for infinity. of unlimited quantity ft symboltzes the infinte 
manutoctured by Botelte Corporation Under the capital “B” 1s the co number of present ond future uses of Bokelite Corporation's products 
THE » TE T TSAND UWUSES 
ct MA [RIAL OF A HOUTS A? J § 











AChAGES 


PROVIDE )THESE 


ONLY 





@ In countless retail stores and from the 
pages of magazines and newspapers: 
Owens-Illinois Salespackages, in step with 
the trends of public taste, are winning 
enthusiastic approval . . . helping to pave 
the way to the ultimate sale... PRE- 
SELLING. 


Over the counters: Salespackages, power- 
ful in appeal, are passing into the hands 
of purchasers ... playing a part in closing 


the sale... SELLING. 


In the home: Salespackages, perfect in 

performance and convenience, are helping 

to justify first impressions and thus build 
J y I 


additional goodwill . . . RE-SSELLING. 


Only in Salespackages will you find these 
three infallible steps to a complete sale 
... Steps that are translated into glass by 
our Complete Packaging Service. Owens- 
Illinois Glass Company . . . Toledo, Ohio. 


The Tu-Vue, Design Patent No. 89885. 
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BEAUTY FOR SALES’ SAKE 


A far reaching and much needed improvement 
is undertaken by one member of an industry 
which has long neglected to harmonize its pack- 
age presentation with its basic selling appeal 


IT WOULD PROVE an almost impossible task to find 
a better barometer of the tremendous changes which 
have taken place during the past quarter century than 
in a study of how the new appreciation, understanding 
and use of color has influenced the lives of all American 
consumers of manufactured products. 

The syndicated feature, in many of our metropolitan 
newspapers, ‘25 Years Ago Today,”’ serves to show the 
tremendous strides which have been made during this 
period, and are seen and enjoyed by the millions who 
still remember ‘‘away back when,”’ but wouldn’t change 
back to those days, even though memory and reflections 
enhance their enjoyment. And to the million and a 
half new consumers, who annually enter the national 
market, keenly alert to the present and joyously antici- 
pating the future, modes popular twenty-five years ago 
are merely historical data, which have no part in present- 
day living. 

In reviewing the wide change that has taken place 
among our people, we must look to several causes, the 
sum total of which has made us what we are, and what 
we hope to be in the years ahead. The most pertinent 
of these are: the greater educational opportunities, 
brought about through all forms of advertising, maga- 
zines, newspapers, radio and motion pictures; the 
benefits of travel, made available to the masses through 
the automobile, good roads, and clearly marked state 
and national highways; the post-World War period of 
unprecedented prosperity, which brought undreamed-of 
incomes to the majority, and materially raised all former 
standards of living; the discovery of new ways to 
better health, through more sanitary methods, con- 
trolled diets and the calories and vitamin emphasis; 





The successful solution of a problem frequently 

encountered in package designing, namely, adopting 

one basic design to a number of different sized 

units, is well illustrated in the Quick-Drying 

Enamel cans, which varied from quarter-pints to 
gallons in size 


the suppression of the Prohibition period, followed by 
the freedom enjoyed since Repeal, and, finally, the de- 
pression era, causing greater care and study in selecting 
and buying, with vastly superior and greater varieties 
of products, which determined competition had forced 
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Lowe Brothers paint products are divided into twenty-five major classifications or 





groups, depending upon each one’s use. Back row shows seven of the old pack- 
ages, developed one at a time, bearing little or no relationship, while the corre- 
sponding new packages are shown in front, each produced in its own interesting 
and distinctive color scheme, yet carrying a definite family resemblance throughout 


on the national market, to intrigue the attention and 
desire of the masses who desired changes, but who found 
themselves with less money to satisfy them. 

These passages, from prosperity peaks to depression 
valleys, have not been without their benefits, extending 
the vision of consumers in thousands of directions, and 
stimulating manufacturers in their never-ending search 
for products, and ways and means of finding and making 
customers. The lure of the unknown, a general dis- 
satisfaction and anticipation of changes and improve- 
ments, have made consumers relegate quality and dura- 
bility into a position of secondary importance, de- 
liberately preferring things which won't last so long 
but will be styled to the minute while they do last and 
are used. For fashion is no longer a consideration for 
only the smart and wealthy; it is the prized possession 
of the millions, who are just as smart as their incomes 
will permit. And the big discovery for the manu- 
facturers has been that no longer can they make their 
products in the conventional and traditional molds of 
other days. For remaining stationary simply invites 
industrial stagnation, and the only successful trend is 
to rapid and intelligent responsiveness to the known 
needs and desires of consumers. Present manufacturing 
strategy to avoid product obsolescence is based not on 
what the product is, but what it will do for the con- 
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the entire line of paint products 


sumer. In our development, the automobile has passed 
from a novelty, luxury or method of ‘‘keeping up with 
the Joneses’’ to an assured and convenient method of 
transportation during most of the year, with the oppor- 
tunity of exploring heretofore unvisited sections of the 
country during week-ends, special holidays and summer 
vacations. The piano and radio are not merely beautiful 
pieces of furniture, but represent pleasant means of 
entertainment, self-development and keeping abreast 
of rapidly changing world events. Even the foods we 
buy are, in the majority of cases, not merely to sustain 
and maintain life, but by pleasing our eyes and tastes, 
they bring new satisfaction to our minds as well as our 
bodily appetites. 

And in our homes an equal transformation has come 
about, for while they still shelter us from inclement 
weather and provide security from outside dangers, 
they are viewed as sources of rest, enjoyment, entertain- 
ment and real satisfaction. Our furniture, floor cover- 
ings, drapes have kept apace, responding to the changes, 
which have touched and beautified every room from 
cellar to attic, forcing out the old, ugly and obsolete 
products in favor of the new ones which possess greater 
appeal and desirability. 

Color has rightly been termed ‘‘the new tool of indus- 
try’’ for by its use all products have been restyled 




















and fashioned to meet and anticipate the demands of the 
constantly changing consumer market. From the cur- 
tains to the garbage pail, the cooking utensils to the 
rugs, the bathroom to the kitchen or sun porch, all 
have been touched with color in the hands of the artist- 
manufacturer, who has used them to build new de- 
sirability and satisfaction in his products. In keeping 
with the increase in general knowledge and use of 
colored products, consumers have developed definite 
preferences, away from the wild, showy and exuberant 
colors to the subtler and more distinctive shades and 
tints which reflect dignity, character and general excel- 
lence of style. Thus, by the use of educated colors, the 
manufacturer is able to outsmart product obsolescence, 
and fashion and change become his working tools, 
enabling him to reap benefits from his labors by making 
a more desirable product, a more convenient one, and 
a more beautiful one, which consumers buy on sight. 
Multiplication and diversification of retail outlets, 
changes in consumer buying habits and preferences, 
speeding up of fashion changes, rise of style conscious- 
ness and inventions of new materials and processes have 
all greatly increased the risks of manufacturing but in 
themselves challenge those manufacturers who are 
ready and willing to devise ways to increase the re- 
ceptivity of consumers, how to stimulate their desires 
and finally overcome inertia and secure action. 

By a strange coincidence the one group of manu- 
facturers who stand to gain most by the present trend 
toward the widespread use of colors, has been the most 
backward in the acceptance and use of colors for their 
packages. When one considers the widespread use of 
paints, enamels and lacquers in making products newly 
desirable, and then seriously views the paint packages 
on the average retail dealer’s shelves, the natural ques- 
tion arises ‘‘Why aren’t the paint manufacturers con- 
sistent? They recommend paints and colors to beautify 
and enhance the value of other products, but are they 
totally blind to the opportunities which exist for doing 
a similar job with their own packages?’’ And when one 
goes a step farther and looks at the consumer magazine 
advertising pages, of the large paint manufacturers, 
together with the color cards, window, showcase and 
counter displays, most of which are beautiful, well done 
and convincing, it becomes even more apparent that 
paint packages as a whole are in the category of ‘‘the 
forgotten man.”’ 

Confronted with these inconsistencies, the average 
paint manufacturer immediately advances a number of 
reasons why it is impossible or unnecessary to improve 
his packages: 

1. The well rounded paint line contains hundreds of 
products, each in a variety of colors, and packaged 
in sizes ranging from quarter-pints up to gallon 
containers. With so many different products, and 
different sized packages, it is exceedingly diffi- 
cult to use effective modern package designs. 

2. The paint manufacturer does not expect the paint 
can to do its own selling job, for, unlike food 
products which the (Continued on page 92) 
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by P. J. LATHROP* 
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The installation of asphalt tile flooring at the 

Hillside, N. J., plant of Bristol-Myers Company 

has resulted in economies and more efficient 
production 


WE WERE approached by the David E. Kennedy Com- 
pany last spring with a proposition to cover the floor in 
our finishing department with asphalt tile. Having had 
previous experience with a similar floor in our exhibit 
at the Chicago Fair in 1933, we were interested, to begin 
with, mainly from an appearance standpoint. Since 
the completion of the installation many other unfore- 
seen advantages developed which are worthy of note. 
Besides having given our packaging floor a neat and 
clean appearance, we have noticed that same is much 


* Production manager, Bristol-Myers Company. 
§ ) ) 
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MAKING WORK EASIER FOR WORKERS 


softer and easier to walk on. This is bound to have its 
effect in making the work of the employees in this de- 
partment much less fatiguing. This is a real advantage 
which, of course, cannot be measured in dollars-and- 
cents but which cannot help but improve not only the 
safety conditions on the floor but likewise, by the same 
reasoning, increase our output by virtue of the fact 
that the operators do not get as tired in the course of a 
working day. Another real advantage which has de- 
veloped is that the concrete dust problem caused by the 
constant abrasion of traffic, etc., on the floor has been 
completely eliminated, making for a much cleaner de- 
partment, much less sweeping and much less scrubbing. 
Still another advantage is that the protective coating 
on the floor, inasmuch as it was extended into the ma- 
chine shop on the production floor, has done a great deal 
to eliminate the ever present hazard of damage to the 
machine parts due to their accidentally being dropped on 
the floor. Our shop foreman is pleased with the in- 
stallation from that angle. By the same token, there is 
considerably less breakage of bottles and glassware due to 
accidental dropping from the production lines proper. 

We were concerned when we first considered the in- 
stallation from a durability angle, and had grave doubts 
as to whether such a floor covering would be able to 
withstand the heavy trucking and traffic which is the 
rule ia most production departments. We feared that 
the flooring would not be able to stand, for instance, 
wear and tear of the sudden drop of a jacklift load of 
bottles weighing from two to three thousand pounds. 
But our experience has shown us that these fears were 
unfounded. The floor seems to get harder and more 
durable with age. 

As for maintenance, the floor is quite easy to take care 
of; water apparently does not affect it at all nor does 
mild soap, so that it can be scrubbed the same as any 
other floor. The chief tracking on the floor appears 
near the entrances to the floor from the stairways and 
elevators. We realized this would be a problem before 
we ordered the floor and therefore selected our color with 
this in mind. We would have preferred to have had a 
solid color but by actual test it developed that the mar- 
bleized or mottled material showed footprints and dust 
marks to a lesser extent than did the plain colors. 

There are two things which the floor will not stand: 
one is grease and the other is the scraping of heavy ob- 
jects, such as machinery, across the surface of same. 
These are real problems to be considered, particularly 
on a floor which is taken up for the most part by heavy 
machinery, which naturally needs grease and oil in the 
moving parts. We were cautioned against allowing 
grease spots to remain on the floor for an unreasonable 
length of time because these will eventually tend to 











soften and deteriorate the floor. We have overcome this, 
however, by the application of a special oil-resisting 
varnish, recommended to us and which protects the floor 
at the danger points from this hazard. 

We are fortunately equipped with several elevators 
in our buildings so that when it becomes necessary to 
put in a new machine, we make it a point to select an 
elevator which will land the machine on the floor as close 
as possible to its contemplated location. In addition 
to this (although we have not as yet come up against 
this problem), we will undoubtedly want to put down 
boards on the floor to protect it when we carry a heavy 
machine across the floor on rollers. This we are sure 
will not present much of a problem. Fortunately the 
floor, unlike ordinary linoleum, is laid down in blocks 
12 in. square so that it is a simple matter to replace 
damaged sections, when needed, at a slight cost. The 
material is easy to put down and our own maintenance 
men can do it nicely. 


Sound-Proof Ceiling Installation 


We have for a long time worried ourselves because of 
the ever-increasing noise problem in our finishing de- 
partment. We have gone far toward quieting down 
the noisy spots on our machinery, but even so, the noise 
level to our way of thinking was getting too high. For 
this reason we became interested in the possibility of 
sound-proofing the ceiling in our finishing department 
and consulted Johns-Manville about the proposition. 
The outcome was that we decided to install 1 in. thick 
Acoustex sound absorption material in our Sal Hepatica 
finishing department, which is a room isolated from the 
rest of the packaging floor inasmuch as this area is air- 
conditioned. Due to the isolation of the room it was an 
excellent place to try the effects of sound-proofing. The 
installation was completed during the vacation shut- 
down early in September with pleasing results from our 
standpoint. Johns-Manville reports that we have re- 
duced our average decibel reading in that department 
from 75 decibels to 68 decibels, our minimum reading 
from 73 decibels to 60 decibels, and likewise, the maxi- 
mum from 79 decibels to 72 decibels. Mr. Green of the 
Acoustical Construction Corporation which installed 
the ceiling, points out that while this does not sound 
like much of a reduction, it actually is a great one from 
the noise standpoint, because it seems that the decibel 
scale is a logarithmic scale and a 7 or 8 decibel reduction 
is an appreciable reduction in sound intensity. Actually, 
Mr. Green points out, this reduction as far as the human 
ear is concerned amounts to about 45 per cent, and we 
can easily believe this because the actual difference is 
amazing. It is possible to stand in the room at a point 
just about where the pictures were taken and not be 
able to tell whether the small Sal Hepatica line, which 


“Quiet Please” is the plea of every production 
manager against the noise of machinery in his 
plant. Operators and mechanics work more 
effectively without din and under clamor. 
Bristol-Myers attained a lower noise level by 
means of sound-proof ceiling installation 





is the one in the background, is running or not unless 
one looks to see whether the wheels are turning. 

We believe the cost of the installation will repay itself 
definitely in production. The lower noise level enables 
the operators and mechanics to do their work quietly, 
efficiently and calmly. This contrasted with the pre- 
vious nerve-racking din and disorder can only lead one 
way, namely, increased production and greater safety. 
Furthermore, the lower noise level makes it much easier 
to detect unwanted ‘‘canaries’’ and ‘“‘poundings’’ in 
production equipment which danger signals, if observed, 
prevent the possibility of ultimate breakdowns of a 
serious nature. 

Examination of the illustrations will show that the 
Acoustical Construction Company fitted the material in 
around the existing conduit on the ceiling. This has 
improved the looks of our ceiling immensely because 
prior to the installation of the ceiling, the maze of pipe 
and conduit on the ceiling did not enhance the appearance 
of the room. By cutting around the pipes and conduits 
instead of covering them, we are still able to get at the 
junction boxes, etc., to make any changes that might be- 
come necessary in the future. 
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Skillful package engineering characterized the corrugated 
box in which the delicate Metabolism Tester travelled to 
hospitals and doctors the country over. Sold on an 
approval plan, this extremely sensitive instrument had to be 
packaged in a simple container to be used by the doctor 
in case he wanted to return it. The Sanborn Company 


found the box designed and made by The Hinde & Dauch 


Paper Company fully met its requirements 


Creole Accented Vinegar, a blend of vinegars treated 

with fine French herbs, according to an old New Orleans 

formula, makes its bow in a glass container of rare beauty. 

A metallic seal and foil covered cap add a distinguished 

touch. Sponsored by A. M. Richter Sons Company, and 

designed and produced by the packaging research division 
of Owens-Illinois Glass Company 


Increased consumer convenience has been incorporated in 

the new Murine package. The protective Goldy alu- 

minum seal is readily removed, by means of a tear-tab, 
being replaced with a threaded bulb top 


John Renfrew Dean designed the curved black and 
colored plastic boxes which so beautifully display Elgin 
wrist watches. Exquisitely simple, the top bears only the 
engraved name while the plush lining offers an appropriate 
background atmosphere for the product. Molded of Durez 


Smooth, bright and glistening wraps, of printed Sylphrap 

quickly identify Suchard Mint, Milka and Bittra candy 

bars as highly desirable confections. Designed and 
produced by The Forbes Lithograph Company 


A refinement in packaging has recently been completed 
on the popular five-cent Tootsie Roll. Next to the 
candy is a layer of wax paper, over which a snug wrap 





of aluminum foil fits, encircled with a band of brown and 
gold paper. Product name is embossed in foil rather 
than printed in red as before 


Giving housewives the opportunity to see what they buy 

U. S. Products Corporation, Ltd., is now packing its 

Fruits for Salad in a new type glass jar. These hold 

almost as much fruit, and weigh less per case, than fruit 

packed in No. 21/2 cans. The ‘’See-All” jars have been 

perfected for vacuum processing and are made by Owens- 
Illinois Pacific Coast Company 


Fitting easily into a small travelling bag, a new three-jar 

ensemble cosmetic kit, holding two types of face creams 

and a powder, has been introduced by Dedon Labora- 

tories. Specially constructed threads permit an extremely 

tight seal, preventing sifting of powder and moisture loss 

of creams. Molded of Durez by Colt’s Patent Fire Arms 
fg. Company 


Eljay Laboratories provided user convenience in planning 
its new Corn-Huskers lotion and Kitchen hand cream 
packages. The bottles nestle closely on crowded bath- 
room cabinet shelves, and wear easy-fitting I-T caps, with 
4 . rr dl . ef- 

one-spin-and-it’s-on”’ (or off) threads, which facilitate 
use with cream or lotion covered hands. Closures 


furnished by The Aridor Company 


Sky travellers, using Pan-American Airways, are intrigued 
by the clever lunch boxes served them. Printed in sky 
and ocean blues, the carton is made so that when the 
front is cut away, an individual table is formed, with 
cutouts in the tray to hold soup and coffee cups. Each 
kit includes sandwiches, individual salt and pepper 
shakers, wrapped paper spoons, napkins and even a 









































packet of lip-stick tissues. These ingenious cartons were 
made by The Gardner-Richardson Company 


Quaker Oats Company believes in its product—Muffets— 

and is anxious for the world to share this opinion. So it 

uses a carton, with window of Protectoid, fashioned by 
The Container Corporation of America 


Two sky-hawk stunt planes, two mystery racers, a silver-flash 

streamlined train and a Pop Eye Knock-Out Bank, all 

packed into one attractive box, possess an appeal for 

kiddies that just won't be denied. The Hinde & Dauch 

Paper Company designed this successful Big ‘Box O’ Toys” 
for Straits Manufacturing Company 
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aluminum Toil makes 


.. difference in eye-appeal. Aluminum foil has incomparable sparkle. 
The uncanny ability to stand out, in shining invitation, amidst a whole 
palette of other colors. The ability, too, of adding intensity and life to 
colors used with it. Aluminum foil makes the package sing. 

.. difference in protection, too. Neither air nor moisture can penetrate 
the shining wall of pure metal. The foes of freshness are foiled by foil. 
Consumers know they can depend on getting all the quality put there 
by the maker, when products are protected by Aluminum foil. 

.. packers, who will have nothing less than the best, come to us for 
Alcoa Aluminum Foil. Whatever the package design calls for: plain 
or embossed or decorated, backed or unbacked, you can depend on 
uniformly high quality when you specify Alcoa Aluminum Foil. Aluminum 


Company of America, 2129 Gulf Building, Pittsburgh, Pennsylvania. 
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1937 style cigarette cases—each stripe actually being a 

segmented compartment, large enough to hold one 

cigarette, joined to the others by a strong elastic cord. 

Removal is accomplished by bending the case thus exposing 

the individual cigarette. Made of Plaskon in several 
color combinations 


















































In smart and handsome glass containers, topped with 

black Caseal caps, Chevy Chase Lime-Mix, and other 

pure fruit juice mixes, are proving popular for cocktails 

and other drinks. Complete packages developed by 

Owens-Illinois Pacific Coast Company for the California 
Fruit Juice Company 


Two decks of Directoire playing cards are attractively 
packaged in vari-colored tin containers, with finger holes 
in bottom for easy removal. Produced by Owens- 
Illinois Can Company, new division of the Owens-Illinois 
Glass Company, for Arrco Playing Card Company 


A gay Christmas fruit cake package used by Freihofer 

Baking Company. Ensemble consists of black Bakelite 

tray, cover of same material, Pakay doily with complete 
overall wrap and ribbons of colored Sylphrap 


Midwestern grocers have enthusiastically received Alice 

tomato juice, packaged in its smart stubby bottle. This is 

the newest number in the Alice of Old Vincennes line, 

packed by the Vincennes Packing Corporation. Vapor 
vacuum sealed with ‘’Whitecaps” 


Transparent wraps and window cartons offer excellent 
product protection and quickly reveal the appetizing 
qualities of the sun dried fruits, packed by Hadley Brothers 
and the California Packing Corporation. Made of 
Protectoid, and printed by the Western Shellmar Products 
orporation 


Using the outstanding feature as a design theme the L. A. 
Young Golf Company have secured a most interesting 
result in its Walter Hagen Vulcord golf ball packages 
and displays. Art work by Percy G. Reed, engravings 
by Carter Company, with both set-up boxes and folding 
cartons produced by the Eastern Paper Box Company 


Two views of the smart “Incognito’’ ensemble—an 
exquisite handbag with an equally beautiful gift box. 
nique opening of the bag is closely simulated in the 
package, which makes a handsome handbag cabinet. These 
boxes made by Shoup-Owens, Inc., for Koret, Inc. 


Broadening the opportunities for amateur craftsmen, the 

home-workshop gold leaf kit suggests a useful and enter- 

taining hobby. Complete with directions, tools, brushes, 

sizing oils and fifty sheets of gold leaf, Hastings and 

Company offers the handy-man a ready means of deco- 

rating picture frames, lampshades, models and miniatures 
with real gold leaf 


“Echo Troublant’’ (Strange Echo) a new odeur, recently 

introduced to America by Vigny, the Paris parfumeur, 

appears in a package so delicately lovely that it is bound 

to carry unusual feminine appeal. The case has a creamy 

background, criss-crossed with fine gold lines, with a 

simulated gold-plated plaque in the center. Designed by 
Rosenfeld, Inc. 


“The New Yorker’ a smartly new combination of genuine 
calfskin handbag and completely fitted case of LaCross 
manicuring accessories is the latest offering of Schnefel 
Brothers incl Inner case furnished by the Morocco 
Case Company, the handbag by Em-Kay Bag Company. 


Following a study of consumer preferences The Lippincott 

ompany adopted an attractive bottle, with unique neck 
label, for its tomato juice. Completely developed by 
packaging research division of Owens-Illinois Glass Co. 
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OLYMPIC VILLAGE IN COOKIE PACKAGES 


WHILE it is sound merchandising to break down the 
sales resistance of the adult market by deliberately ap- 
pealing to the juveniles, who have proved most effective 
salesmen with their parents, this practice is more com- 
mon to the advertising world than to the packaging field. 
Kellogg’s ‘‘Singing Lady,’ Ovaltine’s ‘‘Lil’ Orphan 
Annie’’ and countless others are daily anticipated and 
enjoyed by thousands of kiddies, who willingly eat the 
foods thus advertised, in fact, insist upon having them, so 
that they may do their part in keeping up the program 
they enjoy. 

The Helms Baking Company, Los Angeles, Calif., is 
conducting a most interesting and profitable drive at the 
present time, employing this strategy of first intriguing 
the youngsters, and then with and through them making 
sales to their parents. The company’s set-up for a drive 
of this kind is ideal, for it serves its market, going direct 
to the housewives, through a staff of three hundred and 
twenty-five attractive delivery trucks, each one manned 
by a pleasant and efficient driver-salesman, who makes it 
his business to win the confidence and admiration of 
both the kiddies and the grown-ups. 

While at various times in the past, the Helms Baking 
Company had used novelty packages of one sort or an- 


MODERN PACKAGING 


other, they were bought and sold as individual items 
rather than part of a consistent and extended sales pro- 
gram. Yet they had proved sufficiently profitable to 
make the Helms executives willing to adopt a more ex- 
tensive program of winning more sales to present cus- 
tomers, as well as opening up hitherto closed doors. 

The basic idea originated when Helms Baking Com- 
pany was selected as the official supplier of bread to the 
athletes assembled in Los Angeles for the 1932 Olympic 
Games. Briefly, the idea was a reproduction of the 
Olympic Village, done in packages, with the necessary 
settings of streets, rivers, parks, etc., printed on the 
same stock as the packages. The village comprises: 
cardboard tract of land showing streets, etc.; six homes, 
done in the form of tuck-end cartons; country store; the 
old mil; the hotel; the red-roofed church and a model 
cabin, the home of the Mayor. A replica of one of the 
Helins c+livery trucks is also included to tie the Helms 
name up directly with the entire Olympic Village. The 
idea was designed in its entirety by Noel A. Petter, and 
manufactured by the Standard Paper Box Corporation. 

The ‘‘deal’’ consists of buying the six houses, each of 
which is a cleverly constructed package filled with Helms 
cookies, with the landscape (Continued on page 110) 
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GIFT TIMES are stimulating whenever they occur. Christmas, Easter, Mother’s 
Day, Father's. Day, weddings, birthdays—all are occasions when your all-year- 
round product can be dressed up, and thus attract special attention from gift 
buyers. Easter and Mother's Day, the two next important gift seasons, will soon 
be here—each with its opportunity for gift sales. So what are you going to 
do about it? Are you content to rely on your standard package or will you 
seize the opportunity to increase sales by utilizing available wraps and ties which 
are waiting to give glamour to your product? 

Studies of consumers’ tastes have shown that color, style and beauty make for 
profitable selling—that appeal to the consumer based on these factors more than 
outweigh considerations of price. And each year, it seems, the offerings in 
package materials which are available to product manufacturers are more colorful, 
gayer, more delightful in sparkle and appeal. 1937 is no exception, and the 
range of such materials is wide, giving full playto those impulses which govern éon- 
sumer preferences. 




















The Tablet & Ticket Company 


Royal Paper Corporation 


Fancy box coverings for the 1937 Easter and 
Mother’s Day seasons are gay, fascinating and 
attractive—worthy fighters in the forth coming sales 
attack. A\s is natural at this time of the year, daffo- 
dils, chicks, bunnies, carnations, Whistler’s Mother 
and other well tried motifs can be depended upon 
to garner their shere of attention. _ Association 
with the gift season somewhat limits the design form 
of the papers and ribbons, although of late there 
has been a definite tendency to depart from the old 
and heretofore accepted as being the only designs 
possible. 

For 1937 manufacturers of wrappings: and ties 
present a variety of designs in jo colors and 
motifs, some of these being shown in actual samples 
in this section. 


Let us examine the trends in the field of decorative 
wrapping and tying which are apparent from plans 
that are already underway for the preparation of this 
pene gift packages and from iggrenons obtained 
rom material manufacturers as well as designers. As 
always, occasions influence, and this year the forth- 
coming English Coronation plays no small part in: 
creating a decided swing, even in this country, 
toward gold prints and certain brilliant colors which 
otherwise would be less in evidence., 


Many of the designs and papers which proved so 
effective in 1936—foils, flints (plain and printed), 
high gloss papers, etc.—will continue in populfrity. 
Among the foils, the plain papers will replace the 
embossed metallics with silvers and golds pre- 
dominating, and red and blue, in pastel as well as 
the deeper shades, continuing in vogue. Green 
will be used less extensively. 

Particularly for Easter and Mother’s Day, the small 
delicate floral patterns are coming in strong, espe- 
cially for candy and papeterie boxes. The flowers 
are unusual and -the artistry is different from thet 
which has beén seen in the past. Unusual colors 
will be very much in vogue, and instead of bright, 
flashy colors the new shades which are toned down 
will be quite in style. Also designs showing fab- 
ric patterns, both in printed and embossed papers, 
are going to be extremely popular. 



























































The Marvellum Company 
Right: The Marvellum Company 


Charles W. Williams & Company 
Right: Middlesex Products Company 





Nashua Gummed & Coated Paper Company 
Right: Hazen Paper Company 
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~ Freydberg Bros., Inc. 


Wood grains will continue to be used with increasing effectiveness. Also 
indicated is the popularity of fabric papers for use with bright stripes and trim- 
mings, gold prints (again the royal ‘eonte) flashy embossings and the usual- 
dainty ower and geometric patterns. A\ll of these will be d&ed in combination, 
either with gold or brilliant Hint papers. . 

In addition to the foregoing papers, which will be applied mainly as coverings 
and linings for boxes, the market offers many interesting lines of gift wrapping 
papers in tissues, bonds, printed transparent cellulose, lithographed and glassine 
papers in appropriate colorings and designs. _Tying materials, too, are styled to 
ae an opportunity for effective ensembles. These include transparent cellulose 
ribbons in various color and design combinations, as well as multicolor Ribbonette 
which offers special Spring numbers—Easter rabbits and lillies and stripe designs. 

With this indication of the scope of materials offered to those who are seeking 
tc. add impetus to their seasonal sales there should be little difficulty in making a 
selection of papers and ties for effective packages. The foresighted manufacturer 
is making his plans now, giving the supplier an opportunity to meet the require- 
ments of seasonal gift packages in ample time and with no danger of last minute 
rushes which are, too often, expensive—both as to the creation of the packages 
as well as in their distribution. An early placement of package requirements is 
simply an insurance against disappointment and consequent i of profitable 
business during those seasons when the public is in a buying mood. Wi 
assurances that this year will record new highs in retail spending, with the 
knowledge that buyers are discriminating in their choice of colors and designs, 
there is every reason why the manufacturer should put forth his best effort to 
style his package to meet popular acceptance. 











Increasing the value of Beau Crest men’s 
wear, by keeping them clean and attrac- 
tive, has been effectively and economi- 
cally accomplished through the use of 
these well designed ““windew” cartons 


CUSTOMIZED HABERDASHERY 


THE MANIFOLD ADVANTAGES, inherent in modern 
packaging methods, have long been used and capitalized 
on, in the merchandising of many products. But for 
some reason or other, certain products possessed of great 
utilitarian value have continued to be packaged in ways 
adopted years ago, when protection of a product was 
the primary consideration and little thought was given 
to its possibilities of performing a sales function. 

Yet there seems to be growing evidence that manu- 
facturers of staple products, as well as those in the 
luxury classifications, are turning careful scrutiny on 
their packages to see if through later-date developments 
added values can be brought into play which will make 
their products increasingly desirable to consumers. 

An interesting case in point is the packaging job 
recently completed on Beau Crest shirts, underwear and 
hosiery. For years these necessary though unromantic 
articles have gone to market in set-up paper boxes, each 
containing a number of units, which was the standard 
practice of all other manufacturers. Having performed 
their purpose of bringing the merchandise unsoiled 
from the point of manufacture to that of distribution, 


dealers had no hesitancy in removing the shirts, shorts 
and hosiery from the boxes, which were discarded, and 
displaying the goods in various types of show cases. 
Firm in the belief that improvements could be made 
in this packaging method, the makers of these popularly 
priced items consulted with the Brooks and Porter 
organization of New York, box designers and manu- 
facturers, seeking specific suggestions. In their analysis, 
these packaging specialists found a definite weakness in 
former methods, for without exception every box had 
to be opened up to see what was contained therein. 
Their first approach was therefore to secure immediate 
visibility, which was readily accomplished through 
the use of a window made of transparent cellulose. The 
next factor was one of trying to develop a package style 
which would be sufficiently attractive so that the dealer 
would be encouraged to display the merchandise in 
the package, thereby retaining advertising value for 
the manufacturer, rather than immediately discarding 
the container. With the major portion of the main 
panel given over to an open display of the product 
this suggested the advisability (Continued on page 110) 
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GET ACQUAINTED WITH THE WRAPPING MACHINE 


by FRANK H. MAYOH 


Treating of the machine as something which 
progressively functions to perform a limited 
operation out of an entire sequence assists 
greatly in a better understanding of the 
whole method of packaging, regardless of 
whether the job being handled is going 
through an entire group of machines or a 
single wrapping unit. This is Mr. Mayoh’'s 
second article in Modern Packaging. The 
first, ‘Machine Handling of Wrapping Ma- 
terials,"’ appeared in the Sept., 1936, issue. 


SHOULD one ask the average manufacturer, plant 
executive or even machine operator, how he wraps his 
packages, the reply would probably be ‘They go in on 
a conveyor here, there's the roll of paper and the pack- 
ages come out here, all wrapped.’’ Good enough! and 


it sure is a credit to the machine builder that such a 
smooth job is done. 


Never-the-less, somewhere in the plant is a man who 
must know more than this about the machine; he may 
be the plant engineer, a certain few select mechanics ot 
perhaps the builder’s service man is relied upon when it 
is necessary to overhaul the machine or change a pack- 
age size. With the thought in mind of creating a more 
complete understanding of just what the wrapping ma- 
chine really is and does, this trip into unit, method and 
mechanism is taken. 

As a typical illustration of a medium size wrapping 
machine reference is made to the type shown by Fig. 1. 
This is principally used for the wrapping of rectangular 
shaped cartons; the goods to be wrapped go in at A 
and come out fully clothed in the finest of wrapping ma- 
terials at B. Still price may be a factor, and the ma- 
terial used for wrapping may be a cheap grade; it may 
come from a roll, be waxed or transparent or be printed 


Typical medium sized wrapping machine used principally for the wrapping 


of rectangular shaped cartons. 


Sketch below shows elevation and plan 


views of adaption of same machine 
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SQUARE ~ PACKAGE 


A Grove oF PACKAGE WRAPS. 


WRAPPING A PACKAGE 
HIGHER THAN WIDE _ 





Fig. 3. Practical methods of folding package 
ends, with folding sequence carried through 
the successive steps as they are performed in 
the machine 


sheets fed from a magazine—so it becomes readily ap- 
parent that everyone who has anything to do with 
packaging should know what the machine will do. 

Other general features evident in this illustration are: 
the wheel at C, used to turn the machine over by hand; 
the lever at D for throwing in a clutch for continuous 
power operation; the particular feed for carrying the 
goods into the machine comprises a chain feed at E, 
with a transport mechanism shown at F for moving the 
packages through the machine from station to station 
as each successive operation is performed in making the 
folds on the package. 

The mechanism shown at G is used for putting end 
seals on the package, while at H is an air suction pump 
used in connection therewith. Side belts at B apply 
pressure to the package ends while the labels dry, set the 
folds and convey the packages along on the delivery 
plate J, while the motor drive with a guard is visible at 
K on the rear side of the machine. 

To obtain a clearer understanding of this machine an- 
other adaptation of the same is shown in Fig. 2. This 
is a floor arrangement consisting of a front elevation and 
a plan view. Replacing the chain conveyor is a belt 
feed for the cartons at A with a tightening pulley indi- 
cated at B. So that the machine may be handled as a 
unit, the conveyor is braced by rods at C to the frame 
D of the machine, while a similar construction is shown 
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WRAPPING AN OPEN Top 


BEVELED PACKAGE WRAPPING Goons 


METHODS OF WRAPPING 
IN _DIAGRAMATIC FORM 





Fig. 4. | Sequence of operations in the 
wrapping of irregular shaped packages, 
showing results obtained at various stations 
in the wrapping process 


at E supporting the discharge conveyor F with side belts 
G and H. In addition the wrapping material is fed into 
the machine from a roll or in the form of sheets taken oft 
a magazine at J. The cut sheets or labels are delivered 
into the machine at a position approximately indicated 
by the dot and dash lines K where the package L is 
lifted and the sheet is wrapped around it. 

At this point much of the similarity in the wrapping 
machine disappears. When getting out a new package 
it is well to study the type of fold being made on the 
particular machine on which the job is to be handled. 
For while sticking to the same type fold should not be 
the controlling factor where the objective is a new sales 
appeal, there should be a saving in cost of re-arranging 
the machine if it is possible to use the same type of 
mechanism to wrap the new package. 

Practical methods of folding the package ends are 
shown by Figs. 3 and 4 with the folding sequence carried 
through the successive steps as they are performed in 
the machine. Referring to Fig. 3: At A is shown a rec- 
tangular shaped package with the sheet of wrapping 
material indicated at B in its relative position over the 
package which is lifted through the sheet position by a 
plunger in the machine where the requisite folding plates 
cause the sheet to be wrapped around the package in 
the manner shown at the second station. Here the 
package C would appear with the sheet D wrapped 
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HELD IN TRAY 








tightly around it, the bottom laps taking the position 
E where the right hand or long lap comes over the 


short lap at the left. 


Following this the partly wrapped package is trans- 
fered to the third station and the first end folding is ac- 
complished by means of a pair of plates which come up 
from below the package, thus making the package 
appear as shown at F with the end folds taking the ap- 
At the fourth station side 
formers tuck in, first, the left hand lap H and then the 
right hand lap J, thereby preparing both ends of the 


pearance indicated at G. 
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End fold slide link 

Reverse, speed and delivery belt roll 
head 

Reverse, speed and delivery belt roll 

End fold short lever—left 

Reverse belt front shaft 

End fold long lever 

Reverse belt front roll head 

Reverse belt front roll 

End fold short lever and selector link 
pin 

Conveyor chain rear track 

Speed belt front shaft 

Reverse belt rear shaft gear 
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Pressure shoe shaft bearing—right 
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package for the final folding peformed at the fifth station 
where a plate type plunger, operated from above the 


package, makes the top overlap K leaving the finished 


Paper take-up roll roller 

Speed belt front and rear bearing 
support 

Speed belt front bearing support 

Speed belt rear bearing support— 
right 

Bread retainer lever roll pin 

Selector lever stud 

Bread retainer lever link stud 

Reverse belt driven sprocket 

Bread retainer bracket—right 
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Speed belt sprocket 7t 
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Paper roll shaft bearing 


C116 
Gll7 
C118 

119 
C120 

121 
C121 


C122 
125 
WC125 
C126 
127 
207 
208 
C209 
210 
C210 
C211 
211 
212 
213 
216A 
C217 
C218A 
C219F 
C220 
C2 


C222 


package as shown at L, the top laps having been folded 
down from M to K. 

This type of overlapping makes what is known as a 
single point fold inasmuch as the package has the ap- 
pearance of having only one point when looked at 
from the end. Contrasting this is the type of fold made 
in the manner outlined by the central group of dia- 
grams in Fig. 3. 
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At the beginning of this cycle the relative positions of 
the package and sheet are indicated at A-1 and B-1, 
this being calied the ‘‘first step."’ Tracing through the 
machine to the ‘‘second step,’’ the package and sheet 
have assumed the wrapped around appearance C-1 and 
D-1 with the glued lap at E-1. When studying what 
takes place at the ‘‘third step’’ it will be noted that the 
side folds are there tucked in as indicated at N and P 
with the partly wrapped package appearing in the plan 
view as shown at Q. 

Successively referring to the fourth and fifth steps in 
‘this wrapping cycle, the package will appear with the 
bottom end fold lapping over the two side tucks as at 
R after a plunger comes up from the bottom and forms 
the wrapping material over the ends of the package. 
This is followed in similar fashion by a top plunger 
forming the top fold over the package thereby giving it 
the appearance shown at §. These folds are sometimes 
made by plowing the same up or down as the package 
is transported from step to step along the packaging line, 
depending on the nature of the goods and the kind of 
wrapping material used. As its appearance would in- 
dicate, this type of fold is known as a double-point fold. 

In wrapping the goods shown by the lower sketches 
in Fig. 3, certain difficulties are encountered which it is 
well to avoid if good packages are to result. The th‘ee 
views at the lower left show end views of rectangular 
packages with the long seam at the narrow edge, this 
being indicated at T with the package at V. Performing 
the operation of side folding with the laps as shown at W 
and X prepares the package for nexc making the top and 
bottom folds Y and Z. Thi. makes an unsatisfactory 
package both as to appearance and practicability of 
manufacture as the sheet cannot be cut off long enough 
to have the top and bottom folds overlap at the package 
ends which prevents proper gluing of the same. 

Wrapping of the square end package shown in the 
three views of the lower right-hand corner of Fig. 3, 
while practical of accomplishment, is not an entirely 
satisfactory proposition as the wrapping material has 
only a slight overlap for gluing, and it is necessary to 
crowd the corners to get rid of surplus wra: ping material 
thereby lumping the same. Referring tu: the package 
at V-1, the paper lap comes at T-1 at the center of the 
side, end folds are made from the right and left at W-1 
and X-1, and this is followed by first making the bottom 
fold Z-1 and then the top fold Y-1. Both of these jobs 
can be better handled by arranging to have an end seal 
placed on the package as shown in Fig. 4. 

Referring back to Fig. 1, it will be seen that there is an 
attachment at G for put :ig end seals on packages. 
The group of illustration: .t the top of Fig. 4, shows a 
sequence of operations us « under such conditions where 
A is the package in its relative position under the sheet 
B. It will be noted in this connection that the margin 
at C for end folding is less than previously shown. 

At the second station the package D has the sheet 
wrapped around it at E, while at the third and fourth 
stations the end folds appear as at F and G. where it 
wil] be seen that there is considerable saving in the sheet 























FIG. 6 


length 2s the sheet need only be cut off to the length of 
the package plus a distance equal to H at both ends. 
At the fifth station the completed package is shown at J 
after the end seals have been applied at K. This method 
of packaging, in addition to being economical in the 
use of wrapping material, permits printed matter to be 
carried on the end seals for advertising purposes. 

Irregular shaped packages require a somewhat dif- 
ferent handling, an example of which is shown by the 
group of views illustrated at the center of Fig. 4. 
Three individual cakes are being wrapped in one sheet 
of material, the arrangement of the paper at the start of 
this operation being as shown at L with the three cakes 
indicated at M. An exceptionally long end fold is pro- 
vided for with this type of wrap, and the second stzp 
shows the material N wrapped longitudinally around 
the cakes P. 

The third step in wrapping this package calls for 
breaking the end folds up from the bottom while beveling 
the corners of the wrapping material ai the ends, the 
appearance of these being indicated at Q and R with the 
bottom plowed up to S. 

Proceeding to the fourth step in this wrapping cycle, 
it is seen that both ends are next tolded down from the 
top so that the ends appear as at T while a top view 
would look as shown «at V_ To complete the wrapping 
of this package, the ends are next turned under at the 
bottom to which they may be glued if necessary, the 
dotted lines at W showing this under folding. 

This discussion of end folding would hardly be com- 
plete without some reference being made to handling 
beveled side packages or goods carried in cardboard 
trays, examples of which are shown by the lower views 
of Fig. 4. Starting at the left the package wrapped is 
an open top carton X with the wrapping material 
around it at W. After making the side folds the pack- 
age appears as at Y, while Z indicates how the end of a 
finished package would appear. 

Referring to the two views (Continued on page 109) 
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Six members constitute the ‘‘family’’ of KingTaste vapor-vacuum sealed 


mayonnaise packages 


SEALING-IN FRESHNESS AND FLAVOR 


MAYONNAISE AND SALAD DRESSING of outstand- 
ing quality—delivered to the consumer at the peak of 
freshness—with all of their rich, delicate flavors intact! 
The Capital City Products Company found the way to 
deliver two of the most perishable food delicacies sold 
in groceries and markets, in prime condition, always, 
when it adopted vapor-vacuum sealed closures for its 
mayonnaise and salad dressing packages. 

For more than fifty years the name Capital City has 
been synonymous with advanced research and highest 
quality in the food field. From a small plant that was 
established in 1883 to supply the local Columbus trade, 
the business has grown steadily through periods of pros- 
perity and depression years. Today, KingTaste mayon- 
naise and KingTaste salad dressing of Capital City manu- 
facture are as well known and as highly regarded in New 
Orleans, Birmingham and Richmond, in Boston, Syra- 
cuse and Pittsburgh, in scores of large and small cities 
north, south, east and west, as they are in the “‘home 
town’’ of Columbus, Ohio. 

A visit to the factory where KingTaste foods are 
made reveals the reasons why this company was quick 
to welcome the introduction of improved methods of 
sealing perishable packaged foods. One senses almost 
immediately upon entering the spotless kitchens, watch- 
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ing the preparation of the different food products, and 
talking with the employees, that pride, as well as a sense 
of good business, motivates the management in doing 
everything possible to get these foods into the home in 
the purity and freshness of perfect condition. The entire 
plant is a model of order and cleanliness—from the 
laboratories and test kitchens to the huge production 
rooms where pure vegetable oils, refined in the plant, are 
mixed and blended with pure vinegars, strictly fresh 
eggs, highest quality spices and other good things that 
go into the manufacture of its products. 

Purity, wholesomeness and delicious appetizing flavor 
have long been highly characteristic of the company’s 
products. But with all of the safeguards surrounding 
the production of its products, one problem, up to a few 
months ago, had not been solved to the complete satis- 
faction of the company. That problem was oxygen. 
Were it not for the ravages of oxygen, the scientific pack- 
ing of foods, as we know it today, would not be neces- 
sary. But because the presence of any considerable 
amount of oxygen causes rapid deterioration of quality, 
hermetic packaging, with the exhaustion of all oxygen 
possible, is a vital necessity. 

“We knew,”’ said Wade Utley, vice-president of the 
company, ‘‘that if our products—perhaps the most per- 























ishable of all packaged foods—would lend themselves 
to vacuum packing as we knew it in the past, our prob- 
lems would be solved. However, certain character- 
istics of our commodity eventually compelled us to forego 
any ideas of trying to attain a high vacuum under old 
methods. Under these methods definite mechanical 
limitations made adequate vacuumizing impossible. 
And even when our research department, working with 
other manufacturers, found a way to attain a low 
vacuum, it could not be used successfully because of the 
serious disturbance of the product itself. Like other 
manufacturers in our line, who were striving earnestly 
to deliver finest quality mayonnaise products to the 
consumer, we were continually subjected to misgivings 
regarding the possible depreciation in quality of our 
foods if they remained too long on the dealers’ shelves.”’ 

About eighteen months ago the vapor-vacuum sealing 
process was brought to the attention of The Capital 
City Products Company. The claims made for the proc- 
ess were carefully investigated, and the entire matter 
was turned over to the technical research department for 
a full and complete check-up of the process as applied 
to mayonnaise and salad dressing. 

In discussing the matter, members of the company’s 
technical staff said that they started making their tests 
“‘with open minds, but without any considerable en- 
thusiasm as to the outcome.’’ ‘‘Frankly,’’ said one of 
the staff, ‘‘while we could not see how the advantages 
claimed for the process could possibly apply in very great 
measure in the solving of our own problems, we decided 
to spare no pains or expense in arriving at definite con- 
clusions in our tests, for we knew how much it would 
mean to our company if the idea would work in our 
plant. 

“We experimented for seventeen months and at the 
end of that time we were (Continued on page 108) 










































Above: Vapor-vacuum sealing unit, showing the 

sealed jars leaving the machine. Right: Filled jars 

entering the machine where they are sealed under 

high vacuum to protect the quality of the product. 

Below: Plant and offices of Capital City Products 
Company, Columbus, Ohio 





JANUARY 1937 





NEW DRESS SETS SALES RECORD 


RESPONDING to the general trend, the complete line 
of Jean Nolan cosmetics has been restyled, and now 
appears in smartly new packages which are setting sales 
records of gratifying size. 

In working out the new design, R. G. Cooper, of 
Cooper & Shower, package designers of Detroit, sought 
to create an unusual and effective plan, keeping it as 
simple and unadorned as possible. Starting with a 
basic color scheme of two rich tones of orange, for the 
labels and closures, he utilized opal jars, flint bottles 
and set-up boxes of beautiful proportions. The front 
of the packages was used for proper product identifi- 
cation and inclusion of the script trade mark, while prod- 
uct description and directions are placed on a back label. 

In each case the product name appears in white, the 
Jean Nolan trade mark in black on a highly varnished 
ground of diminishing tones of bright orange. On the 
opal jar closures the trade name is repeated in black, 
appearing over a sunburst effect, which gives it promi- 


Thoroughly modern and appealing are the new packages for the Jean 
Nolan line of cosmetics, here tastefully shown to advantage on a glass 


and metal display 
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nence without detracting from the general effect. 

The handling of as vivid a color as used in this case 
required considerable skill, however, the result obtained 
bespeaks of a high quality line, well worthy of confi- 
dence by the most discriminating. That it is receiving 
this attention is attested to by the fact that while 
dealers have only had the line for a few months, they 
have given it preferred display, and sales exceed any- 
thing ever before experienced. 

Included in the Jean Nolan line are: hand cream; 
tissue cream; basic tissue cream; cleansing cream; all- 
purpose cold cream; foundation cream; face powder; 
hand lotion; beauty lotion; tonic astringent; special 
astringent; and sun tan oil. 

Credit for the reproduction of these original designs 
goes to: Calvert Lithograph Company for the labels; 
Armstrong Closure Company for the closures; W. 
C. Ritchie & Company for the powder boxes; and 
Owens-Illinois Glass Company for the ‘bottles and jars. 
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PROOUCTS FOR 


Gmplete Foot Comfort 


From this convenient and compact counter display 
consumers readily select the particular Blue- 
Jay product best suited to bring foot comfort 


“CONSTANT SALESMAN” 


by H. H. KRUEGER * 


IF SOMEONE should ask *‘Why has the display busi- 
ness reached such a high place in the field of modern 
advertising?’ the logical answer would undoubtedly be 
speed. This is indicated by the tendency toward faster 
travel, the desire of the manufacturer for quicker turn- 
over, faster and more direct contact with the ultimate 
consumer, and finally the realization that consumer de- 
mand, created at the-point-of-sale, results in more sales 
and in greater number. 

Many articles have been written on displays, and it is 
easy to realize the illimitable field that this subject 
covers. In this article, we will try to confine ourselves 
to the “‘Constant Salesman’’ type of display, particu- 
larly those made from decorated sheet metal and mate- 
rials used in conjunction therewith. 

Pausing for a moment, for a brief review, it is a well 
known fact that there has been a marked change in ac- 
cepted methods to secure effective distribution. The 
standard practice, of even a few years back, was for the 


* President, Advertising Metal Display Company. 


VOLUME 


MODERN DISPLAY 


10 NUMBER 5 


Sterling 


An ALVTO-LITE Sroduert 


Al 
iwi mie 


This chrome plated tubular floor display is a com- 
plete department in itself, showing in accessible 
fashion a multiplicity of replacement parts 


DISPLAYS 


manufacturer to place his goods in the hands of dealers, 
by regular or “‘high pressure’’ methods, and then sit 
back and wait for reorders. This was based on the feel- 
ing that the initiative of the retailer and his clerks was 
sufficient to sell the goods. Having completed the physi- 
cal distribution of goods in as wide a territory as 
possible, the manufacturer felt that he had adequately 
performed his part of the complete selling job. Manu- 
facturing schedules were based on ‘‘law of average’’ 
sales. It was generally conceded as inevitable that it 
should require years of patient sales and advertising 
effort to secure a reasonably large volume of sales and 
national recognition. 

In recent years, merchandising problems have become 
infinitely more complex. Where formerly there were a 
few items, competing in the same field, today there are 
many. Increasing discrimination among consumers 
has forced dealers to increase the varieties of products 
carried in stock, to the point where obviously they can- 
not all receive equal promotion and prominence of dis- 
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The front of this Eversharp counter display is of 

bent glass, with velvet pen and pencil trays. 

Made of “Gold Bond Steel’’ with attractive 
interior illumination 


play. To the best of his ability the individual retailer 
makes his selections, electing which products shall be 
relegated to back shelves and under-the-counter posi- 
tions, as well as those chosen for more favorable dis- 
play. Preference must be given to those products 
which, by appearance and nature, will appeal to and be 
bought by the largest possible number of customers, in 
order to make profits for the dealer. 

Such competitive conditions have altered the view- 
point of the manufacturer. Getting his goods into the 
store is only the beginning, for success and profits to- 
day are measured in terms of getting those goods into 
the hands of the ultimate consumers. Selling the con- 
sumer is not alone the responsibility of the dealer, it is 
one which must be shared in by the manufacturer as well. 
It is expected that the product will be a high quality one, 
and that the dealer will, in so far as he is able, be of some 
assistance in making the final sale. But with thou- 
sands of items competing for his attention, with varying 
margins of profit to switch his loyalty, the selfish inter- 
ests of the manufacturer dictate that he shall lend a 
definite helping hand in the retail store. Only by so 
doing can he make certain that his products receive 
the attention which they must be given to be profitable. 

It is at this point, and to perform this job of informa- 
tion and persuasion, that the store display serves so use- 
fully and effectively. By means of this sales vehicle, the 
manufacturer can create an active interest in his product, 
at the time that it will do the most good. Properly de- 
signed, the display brings the product within the range 
of the consumer's vision, explains and demonstrates what 
it will do, and why it deserves consideration. By copy 
and illustration it arouses interest and stimulates desire, 
making buying action almost automatic, with little or 
nothing required of busy dealers and clerks. 
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RKE- DAVIS 


NDARDIZED 


MIN PRODUCTS 


A simulated wood-grain counter display, made of 

lightographed metal, with dust-proof curved glass 

front. Instructions and storage space provided in 
rear section 


The service rendered by well designed displays may be 
readily established by visiting various drug, hardware, 
grocery or department stores, where one will get a quick 
insight into the types of displays now in use. Almost 
without exception these were all furnished by manu- 
facturers to the dealers to make certain that their goods 
would be placed out in front where they could be seen, 
and would be purchased. Many of them show such an 
understanding of the retailer’s problems, and are so well 
made, that they have become permanent and indispen- 
sable fixtures in the stores. 

The faith that large manufacturers have placed in 
store displays has been established, in many cases, after 
careful testing and research. It is no longer a matter of 
guesswork, for repeated experiments have proven the 
almost astounding increases that result as between the 
same items when stocked in the ordinary way and when 
placed in planned displays. From all available sources 
the evidence is most convincing that merchandise placed 
on open display wil! outsell many times over the identi- 
cal items not benefitting by this modern stimulus. 


The basic essentials for a good store display are: 


1. In size it should be of a height and width which 

will draw maximum attention in proportion to the 

amount of space which the average dealer may 
reasonably be expected to give it. 

It should focus attention on one product, or a 

group of related products. 

3. If it be in the nature of a mass display, it should 
definitely encourage self-service by the consumer. 
Saving the time of dealers has been the reason for 
the popularity of floor or island displays, and 
counter and wall dispensing units. 
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The Most Complete 


DEALER DISPLAY 
CAMPAIGN 


To Introduce a Can! 





Created for Anheuser-Busch, Inc., in collaboration 
with D’Arcy Advertising Company 


HE MOST complete dealer display campaign 

for beer in cans—and one of the most distinc- 
tive and distinguished in the entire history of the 
brewing industry—has just been launched for 
Budweiser Beer. 

It is not only an outstanding example of far- 
sighted merchandising on the part of both the 
advertiser and agency, but shows how powerfully 
a new package can be “put over’’ at the crucial 
point of contact in making the actual sale. 


Budweiser 
G4 you Like At / 


1—Patented Double- 3—Double Flasher 5—Triple Flasher De 


Faced Flange Sign De Luxe Display with Luxe Display 

celluloid glass 
2—Metallic Foil “Re- 6—Window Display 
flector’’ Display (Pat. 4—Giant Can Display with 3-dimensional Can 
Pending) Stand (Pat. Pending) in gold 


7—‘‘Jumble Tray” Floor Stand (Patent Pending) 





For effective merchandising of your package (new or old) call in— 


e EINSON-FREEMAN CO INC ¢ Lithographers 


LONG ISLAND CITY, N. Y. + Phone: IRonsides 6-8900 














“ENCORE!” 


for MOTION-plus-LIGHT 
So successful have been the first applica- 

tions of the "motion-plus-light" display device, if ( U M c 4 lj RTT. 

pioneered by Einson-Freeman, that it has al- 


ready been "encored"'"—in some cases, twice— FINg “Any 
by practically all advertisers who used it. One 
reason is that it offers their better outlets both 
a genuine incentive to buy more and a potent 








"plus" to sell more. 


You can literally offer the same basic display to 
all dealers, yet split up your list—according to 
volume or location—into three classifications, 
with distinct attractions to each! How? Simple! 


“Class A’’ Dealers 
get the display PLUS motion and light. 


“Class B’’ Dealers 
get it with light (on-and-off flasher). 


“Class C’’ Dealers 
(or run-of-mill) get the display alone. 





And if the display is a sound selling display to eNO OTHER HAS ROUND-END Bristle 
start with, they will ALL do business. Each class 
Dentist's arm in small lower picture, 


will be satisfied. The cost to you will be little ony’ enlarged hand above swing 

© ! simultaneously and light flashes be- 

more, BUT results and sales will soar! ad “Nemec” dite an hand 
points to it. 





Phare lauy me... 
Ask an Einson-Freeman executive to tell you SKIP-FLEA 
how some of America's leading advertisers are 
using this new principle to make their dealer list 


really produce! 


Creative Hind leg of dog 


5 ithography scratches rapidly and 
for light behind eyes blinks 


Adv rertise rs in time with scratching. 





EINSON-FREEMAN CO., Inc. ce wae oa 


LITHOGRAPHERS, Long Island City, N. Y. 





As in other arts, simplicity of design creates the 


he recognizes their superior qualities. In the 


4. 
most favorable reaction for it is most readily under- displays that are sent to him by manufacturers, 
stood. Make the message one that will pleasantly he feels that those made of metal fit in with the 
force the consumer to take an immediate buying other fixtures he has, make for an improved ap- 
action, in order to secure the benefits ofered. pearance in his store interior, and may be used 

5. If the manufacturer is using other forms of con- with entire freedom from worry as to tipping 
sumer advertising, the display should be made a over and damaging goods. 
part of the entire plan, so that casual interest 3. Metal combined with other materials offers an 
created by other forms may be crystallized into unlimited range of possibilities for new and differ- 
action at sight of the display and product in the ent display ideas. Many times it is advisable to 
retail store. provide a storage cabinet with the display and 

6. Above all, it should be in keeping: with the mer- this can be built better of metal. 


chandise displayed. Since products are judged 
by the way they are packaged and displayed, 
make certain that the display is of a quality which 
will be in keeping with the product itself. 


While these essentials hold true, regardless of what 
type of material is used in the construction of the dis- 
play, those made of metal offer these features: 


I. 


Many types of displays are designed with the 
complete expectancy that they will be used for 
only a brief period and then discarded. Metal dis- 
plays on the other hand offer strength, rigidity and 
a permanency of finish, unaffected by time, which 


Combining the beautiful reproductions, obtain- 
able by modern metal lithography, with the 
use of newly created or currently popular mate- 
rials, such as chrome and other plate finishes, 
makes it possible to obtain results commensurate 
with the most attractive ultra-modern surround- 
ings. The ready adaptability of metals to the 
effective display of all kinds, shapes, sizes and 
weights of products gives it a range of uses not 
possible with some other materials used for coun- 
ter and floor displays. 


In considering the construction of metal displays, 


it is well to understand that there are basic differences 
between this type of manufacture and that of other 
It is by far (Continued on page 78) 


encourages their use over much longer periods. 
Inasmuch as the dealer uses metal store and dis- 


PrP 


metal products. 





play fixtures as part of his permanent equipment, 


Dr. West's metal counter dispenser subordinates itself to the mass 


presentation of the numerous articles it effectively displays. 


Crane 


Company shows how varied sizes and shapes of faucets may be 
economically displayed, and use the minimum of valuable front 





a 
ne 


counter space 


tS 
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SHALL DAVID OR GOLIATH DOMINATE THE WINDOW? 


by A. T. FISCHER* 


IN THE OLD BIBLICAL TALE, strategy and brains 
proved more effective than fear and size. We may find 
a similar situation in modern window display if we 
analyze conditions in the light of the rapid changes in 
merchandising. 

Millions of eyes are passing uncounted numbers of 
window panes every day. And what do these eyes see? 
Packages and more packages, massed merchandise dis- 
plays, price-tickets, cut-outs, signs, etc. 

The advertiser today makes his appeal to eyes that 
are moving at a high rate of speed, and therefore must 


* President, Packaging Products Corporation. 





20 FEET 60 SECONDS OF VISIBILITY 


We see things because of the light they reflect. There 
is more light on the window pane than there is inside 


the window. A display three or more feet back from 





the window pane obviously gets less light during 


the business hours of the day than a display on the glass 


get impressions over to the consumer very quickly. The 
time element has become very important. When plan- 
ning window display it is essential to bear in mind 
four fundamental needs in order to get maximum results. 
Visibility. Carefully conducted tests have shown that 
it takes the average person about six seconds to pass a 
twenty foot store, and in these six seconds window ad- 
vertising must do more than just flag attention—it 
must create interest. So the advertiser is faced with 
the necessity of telling his story while the pedestrian 
is on the run. He must reach eyes that are interested 


In less than six seconds, the average pedestrian will walk 
past a twenty foot store front (twelve foot window). 
During these few seconds, the advertiser must make his 
impression and create interest, which means that the 


display must be easily and quickly visible 








am mT Ht 


anaes 
UVSC LUTEAL VT 








66 MODERN PACKAGING 

























Designed and Manufactured in Color 
Lithography for National Advertisers in 


all Merchandising Fields. 
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in something other than that which he has to sell. 
When we think of visibility as applied to window dis- 
play, we must take into consideration the amount of 
light reflected by the display and how much the pedes- 
trian can readily see. No matter how attractive the 
display, it is valueless if not easily seen. We have 
but a few seconds in which to make our impression on 
the passerby, and it is obvious that viszbility is vital to 
good window display. 

Package Dominance. Of equal importance is the dis- 
play of the actual package on which a large amount of 
money has been spent for promotional work and ad- 
vertising in newspapers and magazines wherein the 
package has been featured. Furthermore, people are 
accustomed to seeing the things they buy or use, in 
their natural three dimensions. So why not feature 
the actual package itself, in its three dimensions, along 
with a visualization showing uses or advantages of the 
product. It is desirable to feature the actual package 
against a background of its own, out in front and away 
from the crowd, up on the window pane so it will be 
readily seen. 

Preferred Location. We all know there is such a thing 
as a reserved seat, which in advertising is commonly 
called preferred position. Generally speaking, there 
is an extra charge for preferred position, but that is not 
necessarily true with window display. A display of 
comparatively small size right on the window pane, at 
eye-level containing the actual package and surrounded 
by its own colored third dimensional background, fea- 
turing uses, will often get more attention per dollar 
invested, than a display many times as large, that must 
be placed three or five feet back from the window pane. 





Preferred location is therefore an important element in 
display to be considered. 

Proper ‘‘Hook-up.”’ The best brains and skill are 
employed to get the advertiser's story over to the public 
through newspapers, magazines, radio or other media. 
The ideas, illustrations and copy leads used in consumer 
media can be advantageously employed in display so 
that Mr. and Mrs. Consumer will be reminded of the 
product at the place where cash and commodity change 
hands—at the retail store. 

Realizing that we should have maximum visibility, 
package dominance, preferred location and _ proper 
‘‘hook-up”’ for our display at those thousands of retail 
outlets that sell our product, how are we going to get 
all these into our display, without involving a large 
investment? 

We can do it by planning a comparatively small 
display consisting of the actual package in its natural 
three dimensions, supported by an illustrated back- 
ground, and the entire display attached right up on the 
dealer's window pane at eye-level where it gets the 
most light. This position insures greater visibility, 
gives us preferred location, gets the message over quickly 
and, best of all, the story is dramatized away from the 
mass of other merchandise and other display material 
farther back in the window. 

Let us call this the David type of display. We are 
strategically using a small amount of space, providing 
an unique location up on the glass, getting our story 
over to the prospect on the sidewalk easily and quickly, 
and with the least amount of effort and expense. 

The Goliath form of display might be a large cut-out 
along with other material. It makes a good display, 


The visibility of a display is increased more than 100 per cent when the display is placed up on the window pane. 
Pedestrians can see a display in this preferred position, not only while passing, but long before they reach the 
window. A display inside the window is not seen until the passerby gets within a few feet of the store 
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A NEW MEASURE OF DISPLAY VALUES 
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NOTE these features 


1. Complete color coverage ...no pock- 
marks or picks. 

- 9. Spring steel wire brush-holders with full- 
turned ends to eliminate scratching of brush 
handles. 

@ 3. Streamlined base. A hard job to do well 
and here done to perfection. 

* 4. Ease of assembly in single or multiple units. 
The result of clever designing and sound en- 

gineering. 





SOUND DESIGN IS HALF THE BATTLE.... 





but perfect fabrication puts this great 
display on the dealer's counter to stay! 


A great deal of careful thought went into the designing of this Baker Brush 
Display. Our engineers worked closely with those of the Baker organi- 
zation . . . seeking economies, seeking added effectiveness . . . and getting 
both at a dozen points long after most organizations would have called 
it a day and started production. 

That's one important thing about the way we work. We're not satisfied 
with merely a better job than has been done before. And we prefer 
clients who want the best possible job. 

But, after designing .. . after the job left the drawing boards .. . that’s 
where Beach craftsmanship came into full play. Perfect lithography .. . 
clear, clean lasting colors, refinement of detail and perfection of finish 
_. . these things are ‘’naturals’’ for Beach workmen, yet they cost you no 
more than an ordinary job. 

For your next display consult with a Beach representative. Write us now, 
and we'll have an executive of our firm call upon you. 





THE H. D. BEACH COMPANY 
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but that type of display is placed some distance back 
from the window pane and in this position can be seen 
only when the pedestrian is directly in front of the store. 

A manufacturer can dominate a limited number of 
windows by installing the Goliath type of display if 
he is willing to spend $1.50 to $3.00 for material, and 
another $1.50 to $2.50 for installation. But do not 
forget that there are only about six seconds during 
which the average passerby can see any type of display 
while passing the average store. 

Another factor to be taken into account is the amount 
of light a display will reflect. A display placed on the 
floor of the window and three or more feet back from 
the window pane, gets less light during the business 
hours of the day than does a display on the glass itself, 
and we see things because of the light reflected by them. 
Obviously, there is more light on the window pane 
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Above: Zonite displays the actual package in its three dimensions 
with its own illustrated background, showing uses and advantages 
of the product. This display is mounted right on the window pane 
in front of hundreds of packages in the window. At left: Ex- 
ample of preferred location. An actual cigar box with a layer of 
dummy cigars is suspended up on the glass in front of all other 
display material and away from competing and other tobacco 
products displayed in the window 


than there is inside the window. So we must consider 
light when we plan displays. 

Advertisers, by habit, have permitted window panes 
to become a barrier. They have not utilized the window 
pane itself, which is really the preferred spot for display 
of their goods and the visualization of their story. 

Now you may ask, ‘“‘Is space on the window pane 
easily available?’’ ‘‘How are we going to secure on- 
the-glass locations?’’ ‘‘How large shall we make this 
type of display?”’ 

The answer is found in experience. Carefully con- 
ducted tests made among retail grocers, druggists, 
cigar stores and other retail establishments have proven 
beyond any doubt that dealers will permit the use of 
their window panes for an unusual form of display. 
We have found that the small amount of space required 
was readily obtainable from nearly ninety per cent of 
the dealers called on, and this space was procured 
without offer of free goods or other compensation. 
The space required by each of the displays used in these 
tests was approximately eight by ten inches. 

The tests were made in average stores and the displays 
were placed by jobbers’ salesmen who were not specially 
trained in display work, nor were they using high pres- 
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RENAMEL 
oPORCELAIN 





This Bab-o Display stand has been so successful that its Its low cost—made possible by Gair patented construction 
sponsors have been forced—not once but many times—to methods? 

revise their distribution schedules upward and upward! The secret, of course, lies in a combination of all these 
What's the secret? factors ... factors available only when you use Gair Floor 
Its novelty—as shown by the ring of cans-in-notches? Display stands. We'd like to show you some sales records 
Its beauty—brought to the fullest point by Gair printing? of other users of Gair displays ... and something about the 
Its sturdiness—achieved by Gair patented construction? way in which we work on your problems. Wire or phone 


Its foolproof, easy assembly, due to simple construction? us for information or send in the coupon below. 





ROBERT GAIR COMPANY, Inc. 


155 East 44th Street, New York 
GAIR COMPANY CANADA, Ltd. 
HO) (@) W XO Oy.0. P.UDy.\ 





YOU HAVE TO BUY SHIPPING © 
CONTAINERS ANYHOW 


WHY NOT 
MAKE THEM 
PAY FOR 
THEMSELVES 


WHEN YOU BUY AN ORDINARY SHIPPING 
CONTAINER YOU PAY FOR: 


1. Paper stock, glue, tape 


2. Mechanical operation of making corrugated board. 
3. Die-cutting, scoring, printing, taping. 


4. Manufacturer's profit. 


@py the addition of one comparatively small expense 


item that same container can be given striking adver- 


tising value, unmistakable and exclusive identification, 


CONTINENTAL COLOR CORPORATION 


Ce eevEL ANDO , 










real distinction, lifted completely out of the common 
class of mediocrity into an article of dramatic selling 
power, one worthy of an important place in sales 


promotion and store display plans. 


THAT SLIGHT ADDED EXPENSE WOULD BUY 


COLOR 


Corrugating plants are being licensed to use the Continental Process of 
surface coloring liner boards. For complete information, including 


specimens of transformed papers, write: 


a | ©. 
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STIMES MORE } 
GERMICIDAL 
° then any ether sapuler. 


THE TASTE TELLS 
YOU IT GETS 
REAL RESULTS’ 


sure salesmanship. They walked into the store just as 
they have always done, tried to get an order, told the 
dealer about the display and, with his permission, put 
the display up on the glass and went their way.  Inci- 
dentally, most of these displays remained up on the 
glass two weeks or more. So we know from actual 
experience that on-the-window-pane space is available. 

We made further tests to determine how much a 
small on-the-glass display would increase sales. These 
sales tests were made by carefully checking the number 
of packages of the product the dealer had on hand when 
the test was started. A week later, the same salesman 
again checked the stock, recorded additional purchases, 
and thus we had a two-week record of sales of that 
particular product. At the beginning of the third 
week, the package display was installed on the glass, 





Showing how the actual package display can 
utilize illustration and copy used in other media, 
thus hooking the display into the general cam- 
paign. In this Zonite display the newspaper 
and magazine copy shown were incorporated, 
which ties the display definitely into the campaign 


and at the end of that week, stock and purchases were 
again checked. At the end of the fourth week, the 
final inventory was taken with the following results. 
One well known grocery product displayed in this 
manner, showed a sales increase of 73'/2 per cent. 
Another grocery product selling at three times the 
price, and also nationally advertised, displayed on the 
glass in the same way, showed an average increase in 
sales of 65'/2 per cent. In the tobacco field, a well 
known cigar brand using on-the-glass displays produced 
increased sales ranging from 50 per cent to 500 per cent. 
We have also made a careful check to ascertain the 
percentage of passersby who will look in the direction 
of the window as they walk, and were surprised to find 
that between 4o per cent and 45 per cent of the pedes- 
trian trafic were looking (Continued on page 80) 


Example of how Vicks dominates the crowded window with a small on-the-glass 
display. Actual dummy packages used in this display, are right up on the glass, 
and the display connecting them measuring 8 in. x 12/2 in. tells the story 
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BUILDING BRUSH SALES WITH DISPLAY “BLOCKS” 


The Baker Brush Company started an ambitious 

attack upon a troublesome problem and found the 

solution simpler and more successful than anyone 
had anticipated would be the case 


ONE of the most active users of displays—certainly 
the most active among hardware suppliers—has been 
the paint brush industry. Starting with the All- 
America prize winners of a few years back, the industry 
has sponsored wave after wave of display units of every 
sort, a surprisingly large proportion of them being of far 
higher quality of design and construction than 1s average 
for almost any other industry. Some of these attacked 
the problem of displaying paint brushes—which must 


— 


MAKE THAT PAINT) 


8 
APLEASANT SPORT 





74 MODERN PACKAGING 


always be shown in a variety of sizes—from the view- 
point of low costs and simplicity. Here displays of 
the folding carton or shipping carton type were pro- 
duced, so shaped and die-cut as to permit of their in- 
stant transformation into counter or window units with 
the merchandise already in place or so nearly so as to re- 
quire little effort on the part of the dealer. While these 
proved of great value in bringing the brushes out from 
their former, behind-the-counter positions, they lacked 
the permanence necessary to secure continued display for 
the product in the prime positions of busy stores. 
Perfect for quick promotions, lasting a few weeks at the 
utmost, they rapidly deteriorated under the dust and 
hazards of a busy store and thus, over any long period, 
failed of their major purpose. 

Another, subsequent line of development led to the 
manufacture of a number of display units which ap- 


0 














proached the problem from exactly the opposite angle. 
If folding boxboard was too short-lived in a hardware 
or paint store, wood and metal would achieve perma- 
nence. So designers turned to elaborate creations of 
painted wood, replete with dowels to hold the brushes in 
position and: edged with shining chromium bevels and 
bands, though these, sad to relate, usually broke away 
and resulted—almost as quickly as did the cardboard—in 
a state of sales-killing dilapidation. Others carried the 
trend still further, with combinations not only of wood 
and metal but also of electric lights hidden under monel 
metal shades. The paint brush display began to grow 
until it was not only an expensive fixture but a nuisance. 
It took up too much counter room—far more than any 
potential sales power would have justified. It was 
hard to clean. It required too big a stock to keep up 
appearances. It was too expensive to give away and too 
much of a nuisance to the dealer to permit of asking him 
to pay for it if the manufacturer wished to get later 
business. 

So, at last, the pendulum having swung in both di- 
rections towards the extremes, a third stage has been 
reached. It is to be seen in the displays sponsored by a 
number of brush makers, but particularly in those 
recently put upon the market under the sponsorship of 
the Baker Brush Company. Here, sales manager Joseph 
Schick began with a new line of reasoning. He wanted 
one or more display units that would meet the require- 
ments of permanence, fine appearance, good advertising 
value, minimum space with maximum display and com- 
paratively low cost. But beyond these, he wanted units 
that could be combined like building blocks to fit the 
needs of every type of store from the smallest to the 
largest. 

To this end he consulted with the engineers of the 
D. H. Beach Company and a basic constructional de- 
sign was planned and fabricated in model form. As 
may be seen at the right of illustration No. 2 this model 
consists of a metal base, with slanting top and wire 
brushholders, surmounted by a separable slanting metal 
panel equipped to hold another set of brushes. Each is a 
separate display unit capable of combining with the other 
to form a single unit similar to the original plan. The 
front face of the base and the top (Continued on page 79) 











No.1. The two units as separate displays. Note 
how each is complete in itself, yet how the de- 
sign of each complement the design of the other. 
No. 2. Right, original mechanical dummy before 
refinement of detail or development of design. 
Completed model at left, with separable base and 
panel, streamlined front, wire-spring brush holders 
and lithographed design. No. 3. The displays 
as packed for shipment. No. 4. Showing one 
combination possible with multiple units. The 
addition of another upright unit, with the curve 
to the right instead of the left, will provide for 
many more such combinations. This is scheduled 
for later production. Note also the combination 
illustrated on the foregoing page 
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ADVERTISING DISPLAYS 
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Strategically placed near the cashier’s desk the Tastibit transparent 

counter display coaxes extra consumer nickels for the spontaneous 

purchase of this confection. Made of Protectoid, a product of 

the Celluloid Corporation, for Minter Brothers, who report its 
use most successful 


To introduce Wyteface steel tape Keuffel & Esser used a whimsical 

figure as the dominant motif for their new display. Note excellent 

visibility given the tape as it unwinds from original container to 

the display figure. Designed and produced by Arrow Manu- 
facturing Company, Inc. 


Luring customers as well as bass is accomplished by the Weber top 
display. Flies and lures are kept clean and crisply new in ap- 
pearance by the gracefully curved transparent front. Designed by 
L. Bauman. Lithographed background unit produced by 

A. C. Schulz Litho Company 


Featuring two popular brands of coffee, on the prow, with a 
weekly ‘‘special’’ in the jumbled display, placed in the top tray, 
makes this floor display stand serve a dual purpose. Designed an 
produced by Robert Gair Co., Inc., for American Stores Co. 


Carrying the same design, featured in the window display and 

poster, the Granger counter display stand effects an ideal point- 

of-purchase tie-up between all forms of current advertising. 

Created by Liggett & Myers Tobacco Co., and lithographed by 
The Forbes Lithograph Company 


The appetizing goodness and suggested uses of Nucoa is attrac- 

tively portrayed to thrifty housewives by full-color cards useful 

either as counter displays or in refrigerator cases. Produced by 
the Brett Lithographing Company 


The advantages of buying vegetables, fish and fowl, packaged and 

quick-frozen by the patented Birdseye process, are stressed in the 

deluxe animated display illustrated. Motion consists of a battery- 

driven turntable which successively shows the various available 

foods. Needing no electrical outlet, this display may be placed 

in any part of the store. Used by General Food Sales Co., Inc., 
and made by Kay Displays, Inc. 


Helping dealers sell all products used in the holiday feast accounts 
for the wide popularity of the Sunshine Nobility holiday window 
display. A splendid example of the cooperative retailer merchan- 
dising policy of the Loose Wiles Biscuit Company. Display de- 
signed and made by the Niagara Lithograph Company 
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In celebrating the tenth anniversary of N. B. C., the Radio Packed full of human interest the Granger Christmas 
Corporation of America used a beautiful display in the counter display aroused much favorable interest in its own 
show windows of thousands of their dealers from coast to right, as well as tying-in with the Christmas window 
coast. Produced in record time by the Kaumagraph display and gift cartons. Planned by the Liggett & Myers 
Company, with delivery expedited through the facilities of Tobacco Company and produced by The Forbes Litho- 
the American Express Company graph Company 
By getting Lifebuoy shaving cream off the shelves and out A dominant color motif of vermillion and gold offers an 
on the counters, retail druggists enthusiastically report effective contrast to the Canada Dry sparkling green ginger 
sales have increased up to 600 per cent over previous ale bottles in their new floor stand. Constructed of fine 
volumes. This display dispenser meets the needs of busy foil, a quality atmosphere is immediately created for the 
males who prefer to wait on themselves, which is facilitated forty-one bottles forming this mass display. Produced by 


by this display. Made by Brett Lithographing Company the Brett Lithographing Company 
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‘CONSTANT SALESMAN” DISPLAYS 


(Continued from page 6s) a more specialized and in- 
dividual business. The materials utilized cover prac- 
tically all the basic metals, such as tinplate, steel, zinc, 
copper and plated materials, plus the liberal use of glass, 
mirrors, wood, rubber, castings, plastics, fabrics and 
electrical equipment of many different kinds. 

The first and probably most vital part of the metal 
display manufacturer's organization is the designing de- 
partment. The personnel of this department will in- 
clude artists, designers and model makers. Theirs is the 
responsibility of creating and developing ideas which 
meet the requirements of the particular product, will be 
found pleasing to the customer and are practical for 
production in metal. Metal displays are seldom car- 
ried in stock, for each case presents its own individual 
problems. Especially is this so when the display unit is 
equipped with a sign or decorated with any type of 
copy. At times the product manufacturer has his own 
definite conception of what he requires, but in the major- 
ity of cases it is up to the designing department to se- 
cure as much data as possible about the product, and 
then work out an effective display unit. 

Some of the prime factors we consider are: 


1. Type of merchandise to be displayed, whether a 
staple or a novelty, size, number of units to be 
displayed, and general physical characteristics. 

2. Where is the most logical place in the store for the 
display to be used? On the counter, shelf or 
floor, in the show windows, or possibly outside? 

3. How much can be appropriated for the display? 
Will it be distributed free to the dealers, given 
with some kind of a deal, or perhaps sold to the 
dealers at cost? In what quantities will the 
product manufacturer expect to buy the displays? 

4. If the display is to be used outdoors, how long a 
time will it be expected to stand up? 

5. Has the customer any idea of incorporating any 
special features, such as storage space, revolving 
construction, step-up, dispensing feature, etc? 

6. Will illumination or animation lend itself to this 
display, and come within the appropriation? 

7. Is the display to be the set-up style of construction, 
or can it be shipped knocked down? This is very 
important, especially with heavy or bulky display 
units, freight rates usually being higher on the 
set-up than on the knocked-down or collapsible 
types. The packing, being a considerable item 
in determining final costs, has to be borne in 
mind in adapting the display to one or the other 
types of construction. However, if the knocked- 
down construction is to be followed, the pro- 
cedure or directions for setting it up into a com- 
plete assembly must be made as simple as possible. 
It is well to include illustrations of the complete 
display, with additional drawings of the step-by- 
step procedure, along with the printed directions, 
for it must be remembered that the dealer is not a 


~ 
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skilled mechanic, and many fine displays have been 
discarded unused because their set-up required too 
long a period, or were too complicated. 


After securing the complete preliminary data, and 
giving it due consideration, the designing department 
works out one or more sketches of ideas which may be 
utilized. The next step is to take one of these ideas, 
which has been temporarily approved by the manu- 
facturer, and construct a hand-made sample, so that he 
may have something concrete to examine and test. 
Complete specifications and prices are usually submitted 
at this stage, so that an intelligent decision may be 
reached. If necessary, certain changes in the hand- 
made model may be made, or an entirely new one, 
so that a definite order may be placed. With the order 
placed, and the hand-made model approved, a produc- 
tion model is then made which is submitted for final ap- 
proval. After this, the order is placed in production. 

Most metal displays have lithographed copy, this 
being applied by an offset printing press on the flat 
metal sheets, prior to fabrication. With modern litho- 
graphing processes it is possible to reproduce practically 
any design, color or color combination. By the use of 
photo composing equipment, registry is insured within a 
few thousandths of an inch, and by means of color 
process plates, delicate and intricate copy can be faith- 
fully reproduced. 

Following the coating and application of each printed 
color, the sheets are baked in thermostatically controlled 
ovens. The final operation is the application and bak- 
ing of a coat of protective varnish. 

The sheets are then sheared to size and the pieces 
passed on to the press department, where they are die- 
cut, punched, blanked, perforated, notched and formed. 
The folding department is then ready to perform the 
necessary operations preparatory to final assembling of 
the several parts. In planning these several manu- 
facturing operations it is understood that each one is 
completed before proceeding with the next step. 

With the actual manufacturing operations completed, 
it is only necessary to assemble and pack the displays 
in order to complete the job. The advantage of the 
baking process, to which the sheets were earlier treated, 
is that they may now be handled repeatedly without 
danger of marring them, the hard surface being suf- 
ficiently durable to protect them. Among the opera- 
tions which may be used in the final assembly are: 

Riveting. 

Lugging. 

Assembling glass panels or mirrors. 

Installing electrical equipment, or wood parts. 

Fitting drawers. 

Forming and welding wire parts. 

Making and assembling rods, bases and other parts. 


Spotwelding is frequently used when the display is 
large and heavy, where simplicity of construction is 
desired, or some special finish desired. This process is 
done on the unfinished metal, as it is impossible to spot 
weld a lithographed surface. This type of assembly is es- 














pecially practical when great strength is required, or where 
rivets or lugs would prove unsightly and undesirable. 
After fabrication, the finishing process consists of paint 
spraying, and if a design is desired this is done either by 
the screen process or through the use of decalcomanias. 
Where small quantities are involved, this method of 
assembling and finishing usually proves more economical. 

The completed displays are packed in corrugated 
cartons, wooden boxes or crates, either in completely 
set-up form or knocked down, and are then ready for 
shipment. This may be a solid carload, or in the case 
of national advertisers, split shipments may be made 
directly to their various branch offices. If, as a matter 
of customer convenience, it is desirable to make indi- 
vidual shipments, it is customary to make a nominal 
charge to cover the necessary detail and handling. Also, 
if only partial shipment is made, requiring the storing 
of the balance, definite instructions must be incorporated 
in the order covering shipping date or dates for those 
held in the manufacturer's warehouse. 

The present trend in the display field is toward more 
refinement. In the earlier days almost any kind of a 
display had a chance of being used, but with the thou- 
sands of displays now offered the average retailer, he can 
afford to be selective, using only those which show care 
and skill in their planning. The final test of the display 
is in its ability to sell merchandise, and the better job 
it does in this direction the longer will it be used, and 
the greater return will it bring both the product manu- 
facturer and the retailer. 
or other plated metal trimmings, bent glass, illumination 
and improved lithographic designs the general effective- 
ness of the display is accomplished in new, interesting 
and unusual ways. 

The growing importance of point-of-sale merchandis- 
ing, on the part of the manufacturer, has brought in- 
creasing prosperity to display manufacturers who have 
sensed the opportunity, and equipped themselves to 
adequately design and manufacture displays that will 
sell merchandise. It is fairly safe to say that the dis- 
play manufacturer need no longer spend valuable time 
educating product manufacturers on the value of metal 
displays. His major job is to sell his own organization, 
what it can do, and by demonstrating this service effect 
greater sales opportunities for himself. His prospects 
are as unlimited in number and classification as the prod- 
ucts offered for sale in all types and sizes of retail stores. 


BUILDING BRUSH SALES WITH 
DISPLAY ‘‘BLOCKS”’ 


(Continued from page 75) of the upper panel was 
planned to be used for advertising slogans and it was 
expected that the units could be employed in single-unit 
form or set next to each other to form larger displays. 
Next, the Baker company turned to designer Benjamin 
Lewis for further refinement of constructional detail, for 
a color scheme and for final design of the sales-message. 





Through the use of chrome 
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@ Union Steel Products Co. 
have been designing and manufacturing 
displays for 15 years. Hundreds of de- 
signs are available to choose from when 
recommending an effective display for 
your merchandise. 


New designs are created daily for clients 
who have special problems or difficult 
merchandise to effectively display at the 
point-of-sale. 


Let Union Steel Products Co. designers 
F solve your Point-of-Sale Display Problems. 


A Display Rack Manual 
outlining the principles of 
display at the point-of-sale 
and illustrating many suc- 
cessful displays created by 
Union is just off the press. 
Send today for your copy. 


UNION STEEL PRODUCTS COMPANY 


521 Berrien Street Albion, Mich. 
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A second constructional change in plan consisted in 
the substitution, in the place of the wire loops found on 
the original, of wire uprights with looped heads. These, 
made of spring-steel wire, could be adjusted to hold 
any number or weight of brushes and had the further 
advantage of making a slight noise when a brush was 
removed, thus providing against pilferage. 

To permit of easier packing, the wire brush holder on 
the upright display were so attached to their wooden 
holding-block as to pivot upward when packed, and 
thus fit snugly into a shipping container of small size. 

Finally, Mr. Lewis changed the lines of the projected 
display by introducing a streamlined curve instead of 
the contemplated angle-and-plane on the front of the 
base display and curving the left-hand corner of the up- 
right display. 

These changes, while described separately, were 
made, of course, during the process of developing the 
applied design. Here, the use of metal and lithography 
had been planned for both because of the advantages 
offered by metal in the way of final shape and perma- 
nence and because of the fine, “‘painted’’ effect litho- 
graphed metal would achieve. The choice of colors for 
the display presented another problem. The colors must 
be bright enough to stand out in a colorful paint shop, 
yet sufficiently subdued so as to permit the vari-colored 
brush handles to stand out above the display. The 
Baker company makes a number of lines of brushes in 
various color combinations: red and yellow, black and 
green, black and orange, etc. 

Thus the final design called for three background 
panels, running from front to back and rising, on the 
upright unit to a bright color circle. These, symboliz- 
ing paintbrush strokes provided contrast for the brushes 
without fighting the colors of the brush handles. On 
the streamlined front—which incidentally slips away 
from the brush handles to make the lifting of even the 
last brush easy—three little figures, taken from Baker 
trade marks appear to suggest various brush uses. A 
woman paints a bed, a man touches up a door, while 
another finishes a kitchen wall. Over each of these 
figures appears a small white arrowhead-square where 
prices can be suitably marked in china-crayon. 

The advertising panel of the base display carries the 
trade mark Baker-brushman seemingly finishing off 
an outdoor display. The slogan, ‘‘Fundamentally 
Yours’’ surmounts the words “‘Brushes by Baker,’’ and 
this same pattern of words appears on both the side 
panels of this unit. The entire back panel is covered 
when this unit is combined with the upright unit and, 
in this case, the receding three-line design continues for 
some distance up the face of the upright unit. Again the 
advertising appears above the brushes, characterized 
by the trade mark painter. Every effort has been made 
to plan the appearance of the display and of the copy 
thereon not so much as a means of selling brushes as a 
way of encouraging the purchase of paint and brushes. 
Thus dealer good will is won and maintained. 

In combination, the units are remarkably flexible. 
Each unit may be used singly. They may be combined 
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to double capacity without using more counter space. 
Additional units may be bolted side by side, with or 
without the uprights, too, for various designs according 
to the space available. 

At a later date, new upper panels may be planned to 
emphasize special, seasonal brush promotions, in which 
case they, too, will fit easily over the permanent bottom 
displays. The smooth lithographed metal is free from 
dust catching protrusions and easily cleaned by a wipe 
with arag. The space under the base panel is open from 
the rear and finished off to permit of use for holding 
leaflets, color charts or other material, a floor of black 
colored metal being provided for this purpose. 

Armed only with the final color sketches, sales mana- 
get Schick started, three months ago, on a tour of Baker 
brush dealers and jobbers. The order for the first batch 
of units had already been placed but, with every passing 
week, this was upped slightly as orders—won largelv on 
the merits of the display as sold from sketches—flowed 
into New York headquarters. Today, with the first units 
in the field only a few weeks and many sections of the 
country still unsupplied, the company views the new 
designs as so successful that plans are already being made 
for later developments along the same lines. 

Here, of course, the building block principle provides 
its final advantage, for every investment in a new dis- 
play does not, as heretofore, involve the wastage of all 
previous investments, but rather complements and en- 
hances the value of these units both to the sponsoring 
manufacturer and to the dealer who uses them. 


SHALL DAVID OR GOLIATH DOMINATE 
THE WINDOW? 


(Continued from page 73) toward the windows while 
walking along the street. I mention this because it 
is a circulation index of vital importance to the ad- 
vertiser using window display. It is evident that the 
cost per thousand circulation is exceedingly low. Fur- 
ther tests now being conducted will enable the advertiser 
to determine accurately the cost per thousand passersby, 
the cost per thousand casual lookers, and the cost per 
thousand of those that actually stop. 

We have learned that better results can be obtained 
if we plan our display campaign as we would plan any 
other part of our advertising or sales promotional 
campaign, and my formulae for an economical practical 
sales producing window display can be summed up in 
the following: 

1. Plan to get maximum visibility. 

2. Display the actual package along with an attrac- 
tive three dimensional illustrated background 
up-on-the-glass. 

Place the display at eye-level where the most light 
will strike it, and where more people will see it. 

4. Tie-in the display with other media and with 

other dealer helps. 

These requirements can be met if we think in terms 
of window panes as preferred locations and use the stra- 
tegic David-type on-the-glass display. 


We 
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( N her dressing table or in the 
retail store these eye-appealing 
packages convey the impression of 
quality, charm, and style. A striking 
packaging effect has been achieved 
through the use of light tan containers, 
ivory colored Armstrong’s Artmold 
Caps and Jar Covers, and transparent 
labels printed in dark brown. Each 
label carries the Germaine Monteil 
trade-mark and name of the face 
cream, astringent, or beauty lotion 
that is packaged in the container. 
Armstrong’s Artmold Caps are an 
important factor in creating artistic 
harmony between the various units of 
this and other lines of modern pack- 
ages. Styled to please the feminine eye, 
these colorful, smooth-textured caps 
may be obtained in a wide variety of 
standard designs, or specially molded 
to order with your own private design 
or trade-mark. Colors range from deep 
rich tones to delicate pastel tints. Be- 
sides adding luxurious beauty to 
packages, Armstrong’s Artmold Caps 
provide a secure seal for your product 
and are easy to remove and replace. 
For the complete story on Armstrong’s 
Artmold Caps and other Armstrong 
Closures, send for your copy of the 
new closure catalog, “BETTER 
SEALS FOR BETTER SALES.” 
Armstrong Cork Products Co., <@ 
Closure Division, 916 Arch 
St., Lancaster, Pennsylvania. 
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1936 ABDICATES WITH CROWNING ACHIEVEMENTS 


by D. E. A. CHARLTON 


ANOTHER YEAR of stimulative progress has been 
tucked away in the annals of packaging. For a record 
of 1936 shows consistent advances in practically every 
branch of the industry and there are ample indications 
that all of these will continue. Differing from the 
year previous, there was little of the spectacular com- 
petition between container types such as marked 1935 
when glass bottles vs. tin cans commenced a struggle 
for preferred position in the public's favor. This and 
other ‘‘conflicts’’ which were initiated are, of course, 
still in existence but have carried on without the fan- 
fare occasioned by their entry into what was, for the 
packaging industry, a fairly placid existence previously. 
It was evident, however, that these were the beginning 
of ‘growing pains,’ and it can be expected that they are 
but the fore-runners of many more. 

Producers of packaged foods are looking to the cur- 
rent year for a continuance of the forward trend in both 
dollar sales and product tonnage experienced during 
1936. The year, according to such leaders in the trade 
as Chairman C. M. Chester of General Foods Corpora- 
tion, President Joseph Wilshire of Standard Brands, Inc., 
and President W. K. Kellogg of The Kellogg Co., will 
witness a concentration of effort toward increasing vol- 
ume and thereby reducing unit costs through growing 
advertising expenditures. Research, also, will be 
spurred to make products more attractive and to effect 
more efficient operation. 

A glance through several industrial reports on 1936 
and forecasts for the coming year denotes an extremely 
favorable position in various industries with which 
packaging is allied in one way or another. 

Increasing per capita consumption of canned goods; a 
continuation of the growth of the market for canned 
motor oil; increased consumption of beer in cans; more 
tin containers for paint and varnish, stimulated by new 
construction and improved maintenance. Such is the 
situation looked forward to by the tin container indus- 
try, and it may be similarly projected for other groups. 

The paper industry closed 1936 with production and 
sales breaking all previous records. Wrapping paper 
and boxboard made substantial gains, likewise novelties 
and new industrial uses for paper—all of which are 
directly related to the packaging field. 

While it is admitted that industry in general faces 
some uncertainties arising from legislative, social and 
economic trends which may tend to increase the costs of 
doing business, no serious fears are entertained regard- 
ing the inability of business to meet these successfully. 

As we go to press, entries in the 1936 All-America 
Package Competition are ready for judging, the winners 
to be announced in the March issue of MopERN Packac- 
inc. Always a barometer of the corresponding year's 
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progress in packaging, the contributions for 1936 have 
surpassed in number, in ingenuity and in diversity of 
materials used those of previous years—proof positive 
that manufacturers recognize the necessity of sales- 
producing packages in a market that is willing to be 
sold but demands full tribute in the satisfaction of its 
desires. To no small degree have packages benefited 
from industrial design, “‘streamlining,’’ color apprecia- 
tion and other movements which have received pro- 
motional impetus by various industries. But this has 
not been one-sided, for it is likewise true that package 
design has extended its influence elsewhere. 

One of the trends, noticeable for the first time during 
the past year, is that of improvement in the design of 
liquor packages. There is less of the bizarre than that 
which characterized many of the labels of new and old 
producers, and a decided swing toward restraint and dig- 
nity. Those packages which find greatest acceptance 
are patterned after the designs of earlier days, refined, of 
course, in detail and produced by modern methods. 
It is highly probable that this policy of continuing old 
designs will persist rather than be replaced, for some 
time at least, by styling of a new order. Of course this 
does not preclude improvements in closures and like 
appurtenances, several of which, such as the continued 
development of pilfer-proof caps, were evident in 1936. 

In the glass bottle field “‘Stubbies’’ and ‘‘Steinies’’ con- 
tinued to win favor as containers for beer. A logical 
outgrowth is the acceptance of these types of containers 
for wine. While the year previous showed increased 
acceptance of the use of applied color to bottles, still 
greater strides were made during 1936 and included ap- 
plications to bottles other than glass milk containers. 

Cap-sealed cans for beer made their appearance; like- 
wise the first offering to the public of wine in cans was 
made. This latter development has had a fairly auspi- 
cious beginning, although in a small way, but it remains 
to be seen what the future will bring. While promo- 
tional efforts have increased the consumption of both 
domestic and imported wines, the greater percentage of 
wine drinkers is among those who acquired the custom 
in foreign countries, and to swing them over to the use 
of the tin can for those beverages will require patient 
effort, it is believed. 

Molded pulp containers as an outer package for liquors 
have long been used abroad, and the first of these made 
in the United States to be utilized here was introduced in 
1936. The use of paper cartons in the liquor field was 
confined mainly to gift and holiday wraps, and a 
number of outstanding designs were in evidence. 

The demand for modern high-speed printing equip- 
ment in all branches of the graphic arts, it is predicted, 
will reach an all time high (Continued on page 106) 
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We were almost content to stick to set-up boxes. Our friends had helped us to grow 
from a small plant to the largest in the entire world. And we knew the carton business 
offered no bed of roses to any new entrant in the field. 


But the very firms that gave us our growth in the box field have today forced us to enter 
the carton field, too. One by one, large and small, they have come to us and said, in effect: 
‘‘We buy our boxes from Burt because we like Burt Cooperation, Burt Workmanship and 


Burt Reliability. You could—if you would—give us these same qualities 
in carton making. And with them, the added advantage of securing 


both our boxes and cartons from a single source.’’ 

We resisted, until we could resist no more. Today, the biggest name 
in boxmaking has become a carton maker, too. The latest and most 
efficient equipment is working full speed. Machinist crews are working 
overtime installing more equipment. The world’s biggest boxmaker can 
solve your carton headaches. 


F.N. BURT COMPANY, INC 
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NEW YORK CITY-— 630 Fifth Avenue, Room 1461 
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NATIONAL PAPER BOX MANUFACTURERS AS- 
SOCIATION announces that its next convention will be 
held on May 23 to 26, inclusive, at the Netherland Plaza 
Hotel, Cincinnati, Ohio, with the annual meeting of the 
Western Division of the association to be held on the 
afternoon of May 24. Speakers for this convention will 
include supplymen representing each group of the indus- 
try. Principal business will include the amendment 
of the by-laws of the association. 


Changes in the sales organization of CELLULOID 
CORPORATION effective Jan. 1, 1937, were as follows: 
E. W. WARD, who a year ago relinquished his post of 
district manager of the Chicago office to assume that of 
director of sales of the Packaging Division, has now been 
promoted to a newly created post of assistant general 
sales manager. Mr. Ward has been with the company 
since 1921 and in that period has seen service in practi- 
cally every activity of the company. D.S. HOPPING 
has been promoted to succeed Mr. Ward as director of 
sales of the Packaging Division. Mr. Hopping’s former 
activities were in the fields of purchasing, sales, adver- 
tising, publishing and operating of his own business for 
a short while. 





EDWARD W. WARD 


ROYAL PAPER CORPORATION is the new desig- 
nation, effective Dec. 21, of Royal Card & Paper 
Company, 210 Eleventh Ave., New York City. Tele- 
phone Chickering 4-6620. 


IRA HAAS has resigned from the sales force of Einson- 
Freeman Company, Inc., where he was responsible for 
much of the development of cardboard mechanical dis- 
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plays. Mr. Haas has established a New York office for 
Banes & Mayer, lithographers, of Philadelphia, at 695 
Fifth Ave. He will be in charge of sales and creations. 


EDWIN G. STRAUS, president, Paper Affiliates 
Company, Inc., announces that on Feb. 1, the company 
offices will move from 331 Fourth Ave., to 116 East 27th 
St., New York. 





DAVID S. HOPPING 


HAYDEN & CATE is the new name of the firm com- 
posed of Allen M. Cate and George W. Hayden, Jr., 
specializing in merchandising and package and display 
design. Offices are maintained at 755 Boylston St., 
Boston, Massachusetts. 


FREDERIC A. HOUGLAND has been announced as 
manager of the Dual Packaging Division, of the Mutual 
Paper Box Corporation, Chicago, and will be in charge 
of the creation and development of dual purpose pack- 
ages, styled in distinguished effects in the hand tooled 
and modern trend, to facilitate smarter merchandising 
of packaged products. 


CONTAINER CORPORATION OF AMERICA, at a 
meeting of the directors on Dec. 1, 1936, approved plans 
to build a Southern kraft mill at Fernandina, Fla. Con- 
struction of the first unit for pulp production will be 
started immediately. 


CHARLES B. BROWN, formerly manager of the 
New York office of the American Tissue Mills, has been 
named general sales manager, with headquarters at 
Holyoke, Massachusetts. 

(Continued on page 104) 
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Low initial cost 
High speed 
Wide adjustability for 


various-sized packages 
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Any wrapping machine that combines these three features is bound 
to catch the interest of packaged goods manufacturers. But when they 
saw the Model FA operate, they were more than interested—they in- 
stalled the machine in their plants immediately! 


And now food, drug, candy, cigar, match, and other manufacturers 
are realizing the large savings that this machine affords. 


Considering its extreme versatility, the Model FA is surprisingly 
simple in construction. Only 66" X 5’, it takes comparatively little 
floor space. It operates with a smoothness and efficiency which as- 
sures long life and trouble-free operation. 


The FA offers advantages formerly obtainable only in the most ex- 
pensive machines. For example: Changes from one size package to 
another can be quickly and easily made by simple adjustments and the 
substitution of interchangeable parts. It can be equipped to handle 
transparent cellulose, glassine, waxed paper, foil, or other wrappers. 
For printed material in roll form, electric-eye registration is fur- 
nished—locates the printing accurately on the package, no matter 
how long the run. 


F Particularly at this time, when new economies are so necessary to 
offset rising costs, it will pay you to look into the substantial savings 
which this machine makes possible. Write for literature. 


PACKAGE MACHINERY COMPANY, SPRINGFIELD, MASS. 
NEW YORK CHICAGO CLEVELAND LOS ANGELES 


MEXICO, D. F. Apartado 2303 Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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Unless otherwise indicated, copies of catalogs, 
booklets, etc., mentioned in this department 
may be obtained without charge by writing to 
the sponsoring company at the address given. 


EFFECTIVE METHODS now in use by hundreds of 
large manufacturers to secure important economies, 
through visible weight control, is graphically told in 
the booklet, “‘Industry at Work,’’ which takes the 
reader into various plants and shows the application of 
precision weighing equipment made by the Exact Weight 
Scale Company of Columbus, Ohio. 


THE FOOD INDUSTRY is the title of a comprehensive 
booklet, issued in October, by the Bureau of Foreign and 
Domestic Commerce, Department of Commerce, Wash- 
ington, D. C., containing a directory of trade associa- 
tions of national and interstate scope, a summary of the 
general background and recent trends in the industry, 
and a guide to Governmental and nongovernmental 
sources of information pertaining especially to this field. 
This booklet, Market Research Series No. 10.3, which 
may be secured from the Bureau, or its branch offices, 
for 10 cents, will prove of time-saving value to all sup- 
pliers of raw materials, producers of manufactured foods, 
and wholesale and retail distributors. 


AN INFORMATIVE BOOKLET, just published by the 
Reeves Pulley Co., Columbus, Ind., takes the reader on a 
brief inspection tour into the factories of a dozen na- 
tionally known manufacturers of diversified products to 
point out how and why they use Reeves Variable Speed 
Control in their production operations. Made up in the 
form of a small volume, with suede cover stamped in 
gold, this piece of advertising gives in word and picture 
the wide application and benefits secured from the use of 
this time-tested equipment and will be found helpful to 
all manufacturers seeking economies in production. 


A NEW “COLOR GUIDE” containing a range of the 
colors most useful to packagers, along with information 
on proper color selection and application, is being dis- 
tributed by The International Printing Ink Corporation. 
According to its producers this is not an ink specimen 
book but rather a practical reference chart, made with a 
stiff backing, to hang flat on the wall of the pressroom 
and office. Three-dimensional color designations, nu- 
merically classified, appear beneath each color shown, 
which provide a simple method of establishing suitable 
color relationships. For example, a difference of at 
least thirty steps, in the numerical value designation, 
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is the minimum for good visibility between type matter 
and background, which can be readily secured by merely 
observing the numerical value underneath the color 
samples. Printers of packages, labels, cartons and 
posters will find this ‘Color Guide,’’ with its informa- 
tive pages of text and illustrations, a useful aid to color 
selection and application. 


“CALL MURRAY HILL 4-1200"’ is the title of an un- 
usual booklet which portrays, in a word picture, the 
pilgrimage of a skeptical author who, having spent 
two months in writing and planning a beautifully illus- 
trated booklet, and scoffing at the client who demanded 
ten thousand copies in two days, found that it could be 
done by utilizing the Polygraphic photo-offset method, 
without taking the time usually consumed in type- 
setting, proof-reading, plate making, make-ready, press 
work and the other operations attendant to conventional 
printing methods. Published by the Polygraphic Com- 
pany of America, 310 East 45th St., New York. 


“THE BEER DRINKER SPEAKS,”’ an attractively 
printed and plastic bound brochure, gives the results of 
an interesting survey, conducted by the Market Research 
Corporation of America, among twelve thousand con- 
sumers who regularly serve beer in their homes, living in 
twenty-one key cities located from coast to coast. Con- 
tinental Can Company, Inc., 100 East 42 St., New York, 
manufactures both flat top and cap-sealed beer cans, and 
being anxious to get an impartial answer to which type 
is preferred used the services of an outside research or- 
ganization to establish consumer preferences. Speaking 
in no uncertain terms, over eight thousand of the men 
and women personally interviewed voted in favor of the 
cap-sealed can. Complete details of this survey, together 
with the ‘‘reasons why’’ these consumers voted for the 
cap-sealed can will be found in this brochure which 
presents interesting evidence for consideration by all 
manufacturers and distributors of beers and ales. 


PROMOTION of the second National Menu Recipe 
Contest, sponsored by the American Can Company, is 
now under way. Announcement folders have been 
mailed to all Class A wholesalers, food brokers and 
chains in the United States, with counter displays, for 
participating retail grocers, by which it is expected that 
a half-million contest folders will be distributed to 
consumers. The contest, open to any woman or girl, 
sixteen years old or over, is based on the best menu for a 
four-course dinner, including six recipes, each sufficient 
for serving from four to six persons, all recipes, except 
the meat or fish course, using canned foods. Points to 
be used, by the eminent board, in judging the entries 
are: nutrition (a well-balanced meal); flavor; appear- 
ance; and ingenuity or originality. The six cash prizes 
and an all-expense trip to New York for each of the six 
sectional winners, to compete for the national champion- 
ship, are expected to induce large numbers of consumers 
to enter thousands of interesting and appetizing canned 
food recipes and menus. 
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competition checkmate you with consumer ac- > 
ceptance. Dress up — spruce up — look up with new J 
color appeal. Let Heekin experts study your packaging A aH 
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AKE up to modern designs in packaging. Don't let 


problems. Heekin is famous for colors on metal. 
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Will your 1937 package accelerate your increasing sales? 
Have you considered this angle? Is there some de- 
sirable change necessary to keep it abreast of the time? 
Do you have a new product or an old one that should be 
styled for 1937 in order to hold its own among com- 
petitors? Our Creative design department is ready to 
serve you as it has done so successfully for others. 


THE RICHARDSON-TAYLOR-GLOBE CORPORATION 
CINCINNATI, OHIO 
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NEW FABRICS OFFER WIDE COLOR RANGE IN WRAPS 


WHOEVER it was coined the phrase ‘“‘Nothing new 
under the sun’’ has long since had occasion to question 
his wisdom in making such a statement. For science 
and modern ingenuity have constantly refuted it, and 
today we have almost reached a point of supercilious- 
ness with respect to developments that place new mate- 
rials and devices at our disposal. But such is a state of 
mind rather than an attitude that fails to give full 
recognition to that which is contrastingly new. 

About two years ago the first announcement of a new 
textile development was made—new fabrics in wide 
variety produced by a radically novel technique de- 
veloped by the United Cotton Products Company, a 
special fabrics division of United Drug Company. This 
company was seeking a product that was a fabric and 
not paper; a method that would eliminate the costly 
process of making either cloth or paper, and a mecha- 
nism that would make the product by the desired 
method. Each of these objectives was _ successfully 
accomplished, and more—because instead of being able 
to produce only one fabric, method and mechanism 
permitted the production of well over a hundred fabrics. 
And the end, so far as the production of combinations 
of other fabrics is concerned, is not in sight. 

Edward Hurst, general manager of the company, 
refers to the creation of these fabrics as ‘weaving rain- 
bows.’’ And such it is, for they have been produced in 
limitless colors and designs. Patterns can be varied 


indefinitely; physical characteristics—strength, thick- 
ness, flexibility, etc.—can be modified to meet specific 
needs ranging from the softness of a silk handkerchief 
to the sturdiness of industrial belting. Just how all of 
this is accomplished, the process by which the fabrics 
are manufactured, remains a secret which is carefully 
guarded. But one need only see, feel and view the 
application of the fabrics to appreciate that an almost 
unbelievable feat has been accomplished. 

To the package manufacturer or user these new fabrics 
open up a wide vista of possibilities. First, being new, 
they offer an opportunity to the boxmaker who realizes 
the public’s keen interest in packages which are novel. 
Second, the durability and adaptability of the fabrics 
are such as to have an advantage over other materials 
customarily used for box coverings. Third, the versa- 
tility possible in colors and designs offers a range that 
places no limitations on the applicability of the fabrics 
for package use. 

They have been used extensively as book cloth, as a 
base for coated fabrics and artificial leathers and in 
other similar work. Nor is their application to pack- 
ages new, as may be seen from the accompanying illus- 
tration. Obtainable in a multitude of treatments— 
checks, grains, cob-webs, basketweaves, shirred, etc.— 
and running the complete gamut of the chromatic scale 
in color, they offer something decidedly “‘new under 
the sun’’ to the packaging field. 


Reproduced in black and white, it is not possible to even indicate the range of colors included in the fabrics used for coverings on 


the boxes and books shown. To state they simulate the rainbow is putting it mildly. 


In texture, also, these new fabrics offer 


unlimited possibilities for various uses 




















NEW DEVELOPMENTS IN PACKAGING MACHINERY, METHODS AND_ SUPPLIES 


New Protection for the Motorist 


Perhaps no finer example of the care exercised by 
manufacturers in protecting consumers against the unfair 
practices of unscrupulous retailers could be cited than the 
decision of the leading oil companies to package their 
automotive lubricants in tin cans, at the refineries. The 
“‘come-hither’’ appeal of exceptionally low prices at- 
tracted many thrifty but foolish motorists to unwittingly 
encourage a practice, by means of which much damage 
was done to legitimate oil distributors, as well as the 





motor cars of the consumers which were improperly 
lubricated with the inferior and reworked oils which 
were bought at bargain prices. 

One of the major advantages which modern packaging 
methods have brought to consumers is in establishing the 
identity and authenticity of the products they buy. So 
long as motor oil was packed at the refinery in large steel 
drums, and placed in unlabeled bottles by the distribu- 
tors it was entirely up to the honesty and good business 
judgment of the filling station operator as to what was 
dispensed. For there was no way for the motorist to tell 
the origin, quality, maker or even the rating of the oil 
which was put into the crankcase. Certainly a change 
in methods was needed, and the tin can met the require- 
ments of identification in excellent fashion. Packaged 
oil provided an opportunity for building mass displays at 
the filling station which established consumer confidence 
and gave excellent advertising display. Further, when 
the motorist was given the opportunity to see and handle 
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the factory-packed unit, without fear of getting his 
hands soiled, he became more interested in the subject, 
and rather than telling the attendant to put in ‘‘a quart 
of oil’’ he began specifying the trade name and the rating 
recommended for his particular car. 

While the benefits accruing all along the line from this 
repackaging involved additional expense to the oil manu- 
facturer, this was entirely in order, and now that the 
novelty has worn off wise motorists insist upon getting 
factory-packed oil. Once the pioneering work has been 
done it was natural that experiments should be started 
to find a container which possessed the advantages of the 
tin can yet could be purchased by the oil refiner for less 
money. Chief among these experiments were those con- 
ducted by the makers of fibre cans, with metal tops and 
bottoms. Following its purchase, two years ago, of the 
Wisconsin National Fibre Can Company, Cudahy, Wis., 
the Sutherland Paper Company of Kalamazoo, Mich., 
began intensive studies leading to the development of a 
paper can which would satisfactorily hold oil. Having 
completed its researches, the company then tested its 
paper oil cans for a considerable length of time in a 
group of chain service stations, covering a selected area 
close to the company’s laboratories. From these tests, 
and the incorporation of several improvements, was 
finally evolved what is believed to be a paper can that is 
entirely practical for the purpose. 

In general appearance these paper cans closely resemble 
the tin cans except that in the case of the former the 
labels cover the entire sidewall surface of the can. Thus 
far the paper cans have been made in standard one-quart 
and five-quart sizes, identical to the tin cans, so that they 
would fit standard vending measures and display racks. 
Adequate protection is provided by the use of metal ends 
with the paper sidewalls treated to make them entirely 
non-absorbent. The exterior of the sidewalls is covered 
with a lacquered label which the maker declares is 
weather-proof and sun-proof, due to special inks. 

While added economy is the major point being stressed, 
another argument advanced in favor of the paper can is 
the fact that it is non-refillable. When the metal top is 
once removed from the paper can the sidewalls are 
mutilated to an extent that recapping is impossible. 
Furthermore the paper cans offer a happy solution to the 
disposal of empties, for they are readily burned. 

More than twenty companies have already adopted 
this new oil can and perhaps the strongest evidence that 
paper cans have passed beyond the experimental stages 
is that numerous repeat orders have been received. 
(Continued on page 90) 
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BEAUTY FOR SALES’ SAKE 


(Continued from page 39) consumer buys off a shelf, 
unaided by any clerk, the consumer invariably 
asks and accepts the advice of the dealer when 
buying paints. Thus the hardware, or other 
retail store operator, supplies the consumer with 
the desired information, and it is considered 
unnecessary for the paint package to do it. 

3. Between the national publication and point-of- 
sale advertising which the manufacturer does, 
he believes that the consumer gets better and 
more complete information than could be con- 
veyed to her through paint-can label. 

4. Having separate paint-can labels for each product 
would involve inventory complications and print- 
ing costs which are prohibitive—compared to 
anything done in the paint business—and since 
present sales are quite satisfactory, and no con- 
sumers have complained about the packages, why 
depart from the standard practice of simply im- 
printing the various names on standard labels? 

5. While food products can be packaged in cartons 
and tins which utilize appetizing illustrations of 
the product in terms of its ready-to-be-eaten good- 
ness, the paint business is different, and illustra- 
tions on the paint labels are not indicated, and 
wouldn't mean anything if they were used. 

6. Many paint products are capable of being used 
for so many different purposes that it would be 
impossible and impractical to attempt to describe 
them either in words or pictures on the packages. 


A couple of years ago a prominent paint manufacturer 
made what he believed was a revolutionary change in 


his packaging, but even a cursory examination demon- 
strated that he had done nothing to increase the de- 
sirability of his product in the potential consumers’ 
mind, by even a faint attempt at suggesting or demon- 
strating what his paint would do for the selfish interests 
of the consumer. The so-called improvement was a 
standardization of all labels to one design, done in bright 
red and dark green, with the most important focal 
point given over to the prominent display of a slogan 
which, while highly satisfying to the manufacturer's 
ego, was not at all interesting or conclusive in helping 
the consumer decide to buy paint, or that particular 
manufacturer's make. Another paint manufacturer's 
‘‘package improvement”’ consisted of a similar program 
of standardized labels, although he progressed one step 
forward by using different color combinations, for the 
several classifications of his products, thereby avoiding 
the sheer monotony and lack of individual product 
identification of the completely regimented line. But 
here again the emphasis was laid on the manufacturer's 
trade mark, featuring the dome of the State Capitol 
which, while rich in historical significance, possessed 
little or no power to arrest the attention and stimulate 
the desire of consumers for possession and use of this 
manufacturer's paints. 

The industrial development of this country is a glow- 
ing tribute to the pioneering spirit of those few manu- 
facturers who were not afraid to tackle the job labeled 
‘‘impossible’’ by the majority. And so in the paint 
business there had to be one manufacturer who was 
sufficiently dissatisfied with his packages to try to do 
something worth while in improving them. This dis- 
tinction goes to The Lowe Brothers Company, Dayton, 
Ohio, who brought their packaging problem to the 


LIST OF MAJOR PRODUCTS WITH COLORS DENOTED BY MUNSELL NOTATION 


Background 
Yellow 8/6 


Product Name 


High Standard House Paint 








Floor Enamel 

Porch & Deck Paint 

Quick Drying Enamel 
Mellotone Wall Paint 
Mello-Gloss Wall Paint 
High Gloss Wall Finish 
Non-Fading Oil Stain 
Aluminum Paint 

Rich-Tone Shingle Stain 
Standard Barn Paint 
Neptunite Varnish (Sq. Can) 
Neptunite Varnish Stain 
Linduro Enamel 

Derby Red Barn Paint 
Colors in Oil and Graining Colors 
Truck & Tractor Paint 
Little Blue Flag Varnishes (Square Can) 
One Plus One 

Enamel Undercoating 

One Coat Enamel 

Screen Enamel 

Linoleum Lacquer 

Stucco Paint 

Super Sealer 
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Yellow Red Yellow 7/8 
Gray 8 value 

Gray 7 value 

Yellow 8/6 

Yellow 8/6 

Red Yellow Red 8/4 
Yellow 8/4 

Aluminum 

Blue Green 8/2 

Yellow Red Yellow 8/4 
Blue 8/4 

Gray 7 value 

Purple Blue Purple 8/2 
Yellow 8/4 

Green Blue Green 8/4 
Yellow Red Yellow 8/4 
Green Yellow Green 8/2 
Yellow 8/2 

Yellow 8/2 

Yellow 8/4 

Green Yellow 8/2 
Green 8/4 

Yellow Red Yellow 7/10 
Yellow 8/6 


Brush Face 
Yellow Red 4/8 Purple Blue 3/8 
Yellow Red 4/6 Red 3/10 
Dark Gray 3 value Gray 3 value 
Red Yellow Red 6/14 Black 
Green Yellow Green 7/6 Green 3/4 


Yellow Red 5/10 

Red Purple 5/10 

Red Yellow Red 6/12 
Blue Purple Blue 7/4 
Purple Blue 5/10 

Red Yellow Red 5/12 
Purple Blue 7/6 

Gray 7 value 

Purple Blue Purple 6/2 
Red Yellow Red 6/12 
Blue Green 5/8 

Red Yellow Red 5/12 
Green Yellow Green 6/8 
Green 6/4 

Purple 6/8 

Green Yellow Green 7/6 
Green 6/6 

Blue Green 5/8 

Yellow 7/2 

Green Yellow Green 6/6 


Yellow Red 3/2 

Red Purple 3/10 

Yellow Red 3/4 

Purple 3/10 

Yellow Red 3/4 

Red 3/10 

Purple Blue 3/4 

Red 3/10 

Purple Blue Purple 3/10 
Red 4/12 

Purple 3/8 

Green Blue Green 5/8 
Green Yellow Green 4/2 
Green 4/4 

Yellow 4/4 

Red 3/10 

Black 

Blue Green Blue 3/6 
Black 

Yellow Red 6/2 
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the colonel’s lady and Judy O’Grady, he had 
no thought of our modern packaging practice. Yet 


/} HEN Kipling penned his famous lines about 






how close the parallel runs... 






On one hand we have packages of rich and strik- 






ing outward appearance. On the other hand (and 






of equal importance) there are packages less strik- 






ing to the eye, but neat and attractive nevertheless 






... packages where protection of contents, utility, or 






even price, may be the governing factor. They are 






all just as important in the scheme of things, but 






obviously, no single paper can meet the demands 






of both these packaging groups. Nor can a few 





variations of a single kind of paper truly fill the 





needs of every product. 





Thus the Riegel Mills are equipped to manu- 






facture many different kinds ot paper—the greatest 






variety of packaging lines available from any one 






source. There are papers for both the “colonel’s 






lady” and the “Judy O’Grady” package — more 
than 1380 kinds in all and at least one that should 








meet your present needs attractively, efficiently 


and economically. 






Why not write to Riegel for prices on papers 






you regularly use or ask for our portfolio with 






samples and data for future reference. 






RIEGEL PAPER CORPORATION 


542 MADISON AVENUE e@ NEW YORK, N.Y. 









This is a sample of Riegel’s Filoplume, Pink, one of five 
patterns available in our Crystallon line of box coverings. 
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Just like putting a “STOP-LOOK-LISTEN”’ sign on 
the counter to attract attention...the smart 
distinction of a B&P Display Container directs all 
eyes toward your product. It makes the public 
STOP ...then LOOK at your merchandise... 
LISTEN to your sales message ...and BUY! 
Mail the coupon or call WAlker 5-9494 to learn how 
this potent sales-aid may be applied to your product. 


REATIVE STYLISTS AND MANUFACTURERS OF BROOKS & PORTER, Inc. 
udson 3t., New York, N. Y. 
OLOING CARTONS, COUNTER AND WINDOW DISPLAYS 
Please tell us how we can best improve 


ROOKS & PORTER, INC. our cartons, labels and displays 


0 Samples of 
our product NAME. 


04 HUDSON STREET, NEW YORK ys 


separate 


SPECIALISTS IN CELLULOSE WINDOW CARTONS cover 
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ERSATILITY 








and INSTANT ADJUSTMENT 


are MILLER features you need! 


Package modes and sizes change . . . but 
the Miller ‘‘Economatic’”” Wrapping Machine 
keeps a step ahead. 


Instantly adjustable, almost without size 
limit, the MILLER wraps uniformly neat, 
tightly sealed packages in ‘Cellophane,’ 
waxed papers, or waxed foil. 


The MILLER is speedy, works from rolls | 
flat sheets, uses a minimum amount of 
wrapping material per package. Amazingly 
low-priced, a real cost-trimmer, it frequently 
more than pays for itself in three months’ time. 


Earn greater profits in 1937 with MILLER 
equipment. Write— 


MILLER WRAPPING & 
SEALING MACHINE CO. 
14S. CLINTON STREET, CHICAGO 
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capable hands of Arthur S. Allen, feeling that by em- 
ploying the services of an outside, capable and inde- 
pendent designer they would overcome any possibility 
of a re-hash of old opinions and practices, which might 
reasonably hold true if their own inside organization 
did the redesign job. 

One of the group illustrations reproduced shows the 
material with which Mr. Allen was confronted at the 
beginning of his studies. Without going into a detailed 
criticism of the group, it may be characterized as a 
hodge-podge of colors, designs and treatments, indi- 
vidually developed as each product was added to the 
line from the inception of the business, in 1869, to a 
few years ago, without any attempt at making each 
package a definite, immediately recognizable member 
of one high quality family. The trade name treatment 
was typical of the age in which it was born, when 
ornateness was the vogue. The one point of identi- 
fication, carried through on most of the labels, was a 
Yale blue pennant, bearing the white letters HS, stand- 
ing for High Standard, which was reminiscent of the 
once popular ‘‘Gibson Girl’’ of Charles Dana Gibson. 
While different color schemes were used for the major 
divisions or classifications of products, only in the case 
of the aluminum paints could it be said that there was 
any color suggestion between the product and its label— 
this one having a silver background which immediately 
suggested its use. For the balance it seemed that each 
one strove to the limit of its designer's ability to be as 
much different from the others as possible, with the 
exception of the points of common identification hereto- 
fore mentioned. 

In tackling this interesting redesign assignment, it 
was apparent that several objectives must be sought: 

1. Simplification and improvement of trade mark. 

2. One modern and basic design, carried throughout 
the line, to immediately identify each product 
as a part of the Lowe Brothers family of paints. 

3. The use of distinctive colors to avoid monotony 
of display and assist in quick identification of 
each product. 

4. Appealing, harmonious color combinations sug- 
gesting the beautiful and pleasing decorative 
results obtainable by the use of the paints. 

5. While seeking labels which would be new, 
different and distinctive, to develop something 
high in rich, dignified simplicity, characteristic 
of the reputation for high quality the products 
had always enjoyed, and which would imme- 
diately establish prestige and confidence where- 
ever and whenever displayed. 

6. A point of identification which, uniformly used 
on all labels, would immediately establish each 
product as a paint, varnish or lacquer product. 

7. Increased visibility and attractiveness of labels 
in display by avoiding hectic unevenness of 
bright colors in favor of harmonious effects, 
produced by having a definite color relationship 
for each label carried through the entire line. 

8. If possible, to express a kind of paint by the use 
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@® EXPORT 
ADVANTAGE 


SAVE—in freight charges and import 
duties .. . Many countries base duty on 
combined weight of product and con- 
tainer . . . Hycoloid is one-fifth the 
weight of glass — thereby saving 80% of 
tariffs based on weight. 





the 
UNBREAKABLE, 
unbeatable 
container! 


Here you have adequate protec- 
tion and distinctive appearance far more 
pronounced than could be achieved by con- 
tainers made of any substance other than 
Hycoloid. It is the nature of Hycoloid that 
provides its many decided advantages ... 
Your inquiry will bring prompt information, 
bearing on your product, and the problem of 
better serving your requirements. 


VIALS—TUBES 
SPECIALTIES 


featherweight—colorful—labeled by 
special process directly on containers 


HYGIENIC TUBE & 
CONTAINER CO. 


42 Avenue L Newark, N. J. 
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of a color, such as red for barn paint, silver for 
aluminum paint, brown for house paint, etc. 

9. Proper relationship between the trade, product 
and maker’s names and the decorative design, 
so that each would be readily seen without con- 
fusion, thereby performing its due part in the 
selling process. 

10. A sufficiently flexible design so that it might be 
uniformly carried through on all types of round 
tin cans from 1/4 pint to gallon sizes, and on 
square as well as round cans. 

11. Separate and distinct color combinations for 
the twenty-five major paint products in the 
line—with some adaptation for the twenty-four 
sundry products such as galvanized iron primer, 
paste wood filler, etc. 

12. A complete packaging plan, capable of being 
featured in all advertising, and sufficiently 
meritorious to command and secure the imme- 
diate and enthusiastic support of all salesmen 
and retailers. 

By studying the illustration of the new packages and 
the pint size label which is tipped on, it will be seen 
that the entire design consists of: 

1. A background consisting of an all-over diamond 

pattern. 

2. An appropriate decorative motif consisting of 
paint brushes, superimposed in darker tone in 
the center of the diamonds on the background. 

3. Harmoniously contrasting border lines. 

4. Center panel bearing simplified trade mark and 
product name. 

5. Individual paint color identification treated as 
imprint immediately below the central panel. 

The extent of the improvement made will be clearer 
by studying the list of twenty-five major products as 
shown in the table on page 92. 

The color terms are given by the Munsell Notation, 
as the color plans were worked out by this system. 

The following twenty-four sundry products employ 
one standard color scheme done in three tones of Yellow 
Green Yellow 5/6 and Purple Blue Purple 3/10, which 
in general follows the design of the twenty-five major 
products, with this slight change: the central panel 
is broken, the upper section maintaining the uniform 
trade name treatment against a dark background, while 
the lower section appears in the light tone of the back- 
ground color, with the individual product name over- 


| printed on the label: 


Blak-En-Al 

Crack Filler 
Galvanized Iron Primer 
Iron Enamel 

Old Crow Enamel 


Blackboard Slating 
Blak-En-Al Reducer 
Flat Black 
Graphite Paint 
Par-O-Keet Lacquer 


Paste Wood Filler Sash Black 
Sealcote Standard Metallic 
Yacht White Neptoseal 
Cleaner Zincs 

Japan Gold Size Master Oil 

















Driers Specification Varnish 
Roof Cement Liquid Stippling White 


In commenting on the completed design, Mr. Allen 
said: ‘‘We have developed these various colors so that, 
for instance, in the case of Standard Barn Paint, a red 
medallion carrying the trade and product names is of 
low value; the brushes and the lines, top and bottom, 
are of middle value, while the background is of a high 
value. Retaining these relationships all the way 
through, in all the colors used, presents a very interest- 
ing and new idea of showing colors, which builds up a 
most attractive display in the paint merchandising plan 
we have promoted. As in the development of a great 
many other groups of labels for different industries, we 
found the stronger element in relation to this work was 
in the simplifying of the design. It is often more 
difficult to perfect a simple design than a more elaborate 
one. We believe that the time and care spent in the 
selection of these colors lends style, beauty and genuine 
consumer appeal to what otherwise might create a 
rather unpleasant effect of clashing, contrasting colors. 
This merchandising plan should work out satisfactorily 
for Lowe Brothers and be of benefit to the industry.” 


40 
AN DARD Gat 
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Par-O-Keet Lacquer is one of the twenty-four items in the 
sundry products line which were included in the redesign 
plan, though varied somewhat from the major classifications 


Just as every advance within an industry raises the 
standard and makes it necessary for competitors to meet 
that advance and attempt to surpass it, the excellent 
and intelligent repackaging job effected through Mr. 
Allen and R. E. Mercer, advertising manager of The 
Lowe Brothers Company, should stimulate other paint 
manufacturers to seriously study and bring about the 
much needed improvements in their packages. 


| 


























TAMPER-PROOF 
PRODUCT PRESERVING 


PAPER SEAL 
CONTAINER..... 


Tuts Cameron 
machine cuts paper discs from a roll, prints 
them, inserts them in position and crimps 
them as the can is made. The can is filled 
in reverse position and then sealed by attach- 
ing the bottom. Thus, a perfect, tamper- 
proof seal is provided to give your customers 
visible proof that your product is fresh—and 
just as packed! 


Better—but costs no more than old style cans 
—when made on CAMERON machinery. 


We make every kind of machine for can 
manufacture—regardless of size or shape of 
can or output required. 


The machine shown below is fully automatic 
and, operating at a speed from 100 up to 200 
cans a minute, provides a seal that costs no 
more—frequently less—than old-style, out- 
of-date can seals. Wherever used, sales have 
mounted, returned goods dropped! Write, 
today, for complete information. 


09 1a LOU, On 
CAN MACHINERY CO. 


240 NORTH ASHLAND AVENUE 
MOM Wes 
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This modern method of sealing and closing collapsible tubes 
is a marked improvement over the old method of sealing 
with clips. Note the attractive finish given to end of tube by 
the Colton Crimping Machine. Many production expenses 
are eliminated by this clipless closure—i.e., cost of clips, 
time required to replenish clip rolls—and maintenance ex- 
pense of automatic clipping heads. Ask for descriptive folder. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST 
DETROIT MICHIGAN 





No. 17-A. Improved 

Automatic Tube Fill- 

ing Closing and 
Crimping Machine 























STANDARD CASE SEALERS 


@100 per cent automatic! @Glue and seal case tops and bottoms at 
@Fuily Adjustable! a cost of only a few cents a thousand! 
@ Size-changeovers in 60 seconds or less! ® No operator—no attendants! 















aR 


STANDARD Top and Bottom Case Sealer 
Truly the ‘‘STANDARD” for all industry! 




















Write for Catalog 


STANDARD-KNAPP CORPORATION 


43-27 32nd PL., Long Island City, N. Y. 
208 W. Washington St., Chicago 


1001 Society for Savings Bldg. LONDON, ENGLAND 189 2nd St. 
CLEVELAND, OHIO ST. LOUIS—LOS ANGELES—SEATTLE—PORTLAND, OREGON SAN FRANCISCO 
ee ee eM 
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EQUIPMENT AND MATERIALS 


(Continued from page 90) 
New Packaging Machines Developed 


The ever present desire for reduction of production 
cost, especially under the conditions prevailing during 
the last few years, has created an insistent demand for 
automatic and semi-automatic packaging machinery 
of low price, having a wide range, rapid adjustment to 
various sizes, and yet high in speed and efficiency. 

To supply this demand the Container Equipment Cor- 
poration, 204 Riverside Ave., Newark, N. J., designer 
and manufacturer of the Automatic Tape Sealing Ma- 
chine for shipping containers, has during the past five 
years developed a line of more than thirty different types 
of automatic and semi-automatic carton glue sealing 
machines; shipping case sealing machines; heat and glue, 
bag sealing machines for transparent cellulose, glassine, 
paper and foil; napkin stacking machines; glass jar 
and bottle packing machines; gummed tape sealing ma- 
chines and special conveyors for bottles and cartons. 

The machines shown in the acompanying illustra- 
tions are fully automatic, and require no operator or at- 





tendants. The filled cartons are placed on a conveyor 
which carries them to the machine which spaces the 
cartons, opens and applies glue to the flaps; then folds 
the flaps and seals the cartons on top and bottom, all 
at a speed of from 30 to 80 per minute. The machines 
are extremely flexible, as they may be adjusted by any- 














one in less than ten minutes to accommodate other sizes. 
Cartons may range from 2 in. to 20 in. in depth, and be 
of any length or width. These machines are made to 
glue-seal either two or four“flaps. In instances where 






































































POSITIVE stap.ine 


Acme Silverstitch stapling wire used by 
leading manufacturers and shippers, in- 
creases the strength of the entire carton. 
Positive, dependable stitching is ob- 
tained, stitching that gives the stapled 
folds greater strength. 


Uniform temper eliminates weak spots 
and breaks. Every staple has maximum 
strength—can be clinched tight and will 
hold tight for the life of the shipping case. 


Acme special galvanizing resists rust, 
and protects the container and inside 
packages from blemishes caused by cor- 
rosion. The uniform width and thickness 
of Silverstitch add to ease and speed of 
handling. And the one-piece, ten-pound 
coils reduce the number of stops. 


At our expense we'll send you a 

5-lb. test coil. Write for it today £ 

and let it prove its superiority. Ai 
Be sure to state size used. { f 





ACME STEEL COMPANY 


GENERAL OFFICES: 2843 Archer Avenue, Chicago, III. 


Branches and Sales Offices in Principal Cities 





STITCHING WIRE GIVES STRONGEST, SUREST 
JOINTS IN CORRUGATED AND SOLID FIBRE BOXES 
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in 
Are You Using 


MODERN 
ADHESIVES 


For = Your NEW 


DEVELOPMENTS? 






































At the turn of the century there 
were many more adhesive manufac- 
turers than there are today. Only 
the most progressive “glue-makers”’ 
(as they were then called) have sur- 
vived the test of package progress... 
the insistent demand for new types of 
adhesives to meet the problems of 
new machines and new materials. 


UPACO Research has kept in the 
forefront because we have pioneered 
in the solution of all such problems. 
We are the leading producers of 


veloped. 


If you have an adhesive problem. . 
use a 1937 adhesive. Write us. 














UNION PASTE CO. 


200 BOSTON AVE. MEDFORD, MASS. 
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transparent cellulose adhesives. Ad- 
hesives for lacquer coated papers and | 
paperboard are being pioneered by | 
UPACO laboratories. Many other | 


special adhesives are also being de- | 









the inner flapsdo not meet, a skip gap is provided to 
avoid the application of adhesive to the contents. 

The company serves many of the foremost manufac- 
turers in various lines. Re-orders from these, and a 
rapidly growing volume of new business has necessi- 
tated removal to a new building which has been equipped 
with modern machine tools to assure prompt deliveries. 





Colored Strip Steel 


Acme Steel Company, Chicago, announces Acme 
Colorstrip—cold rolled strip steel in colors. Practi- 
cally all colors and shades can be reproduced. Of par- 
ticular interest to users is that the small extra cost of this 
lacquered strip steel is only a fraction of the cost to 
produce the same effect on the product after forming. 

Acme Colorstrip (as it is termed) is said to withstand 
bending, drawing and forming. This new departure, 
it is believed, will have an important bearing on product 
cost in instances where the strip which has had to be 
colored after forming. This expense will be avoided 
through the use of Acme Colorstrip. 


Precision Batch-Weighing Machines. 


A new line of automatic precision batch-weighing 
machines which incorporate a development of Vibra- 
Flow feeders has been brought out by the Syntron Com- 
pany, 400 N. Lexington Ave., Pittsburgh, Pa. One of 
the new machines is illustrated with the weighing hop- 
per mounted on an even balance type of scale and fed 
from the main supply 
hopper through the 
medium of a vibra- 
tory feeder conveyor. 

The scale is 
equipped with two 
electrical controls. 
One for cutting out 
the high speed feed 
through the conveyor 
when approximately 
80 per cent of the 
batch is weighed. 
The second scale con- 
trol stops the slow 
dribble feed of the 
conveyor when the 
exact weight is 
reached. Then the 
machine automati- 
cally dumps the 
weight hopper and 
repeats the operation. 

This machine is available in various sizes according 
to the batch sizes required. It is also available with 
three different types of control. It can be furnished 
with an automatic, electrically timed, continuous re- 
peating mechanism that will automatically weigh out 
batches and dump them so many times a minute. 

Another design of this machine dumps the scale 














hopper automatically as soon as the batch comes to 
weight, repeating the procedure automatically. A 
third arrangement provides a machine with means for 
manually dumping the hopper after inspection of weight. 
The major advantage, of course, is the precision ac- 
curacy possible by electrically stopping the flow of 
material through the Vibra-Flow conveyor by having 
the scale break the electric current, controlling the fast 
and dribble feeds. 


GLYCO PRODUCTS COMPANY, INC., 148 Lafayette 
St., New York, in conjunction with one of the largest 
glue manufacturers and one of the largest manufacturers 
of transparent packaging materials, has developed a 
product which acts as a flexibilizing agent for glues used 
for sealing transparent cellulose. This product is known 
as Aquaresin, and is used generally in the proportion of 
one part of Aquaresin to two parts of glue and two parts 
of water. The glue is soaked in the water in which a 
preservative has been dissolved. When the glue is com- 
pletely mixed, the Aquaresin is added and the mixture 
stirred until smooth. If the Aquaresin content is 
doubled, the resulting mixture is very sticky. 


Choice Wines for the Masses 


As a matter of civic pride it is readily understandable 
why great significance was placed on the fact that a solid 
eighteen car train, carrying 150,000 gallons of port, 
sherry, muscatel, tokay and white port wine, left the 
Sacramento County cooperative winery of the Wood- 
bridge Vineyard Association, at Bradford, Cal., early in 
October, bound for the Eastern Wine Corporation of 
New York. Any one of a number of reasons would have 
been sufficient to justify the ovation accorded this ship- 
ment: the fact that it was the largest train of tanked 
wine ever shipped, that Sacramento County again led 
California’s wine industry, that this was merited recog- 
nition due to the oldest cooperative winery in the state 
or was justification for the pioneering of new methods, 
these particular tank cars being lined with beeswax, 
resin and paraffin. 

But to those who live along the Atlantic Seaboard, 
and in particular those who eagerly watch for trends in 
consumer buying practices, there was a reason of far 
greater importance: namely, that this unprecedented 
volume was to be marketed in tin cans, of a size and ata 
price which would put good wines well within the reach 
of all classes of consumers. What would be the public’s 
reaction; would this change in packaging methods exert 
any influence on popularizing wine; would the public as 
quickly accept tinned wine as it has tinned beer; will 
the sparkling goodness of wine be retained as well in tin 
as in glass? These and many similar questions have 
caused comment and speculation on the part of thousands 
of Eastern manufacturers, distributors, retailers and con- 
sumers who have watched the experiment with interest. 

In France, which leads the world in wine production 
and consumption, the mild and inexpensive red and white 
varieties largely replace the tea and coffee of other 








Seller 


Despite all advantages our custom- 


Talk 


over your packaging problems with 


ers pay little or no more. 


a Ferdinand Buedingen salesman. 
His expert knowledge may prove 
invaluable. There is no obligation, 


of course. 


FERDINAND 
BUEDINGEN 
COMPANY 


INCORPORATED 
ROCHESTER - - - NEW YORK 
New York Office, 55 West 42nd St. 
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Six ADVANTAGES IN ONE MACHINE 


I. Fully Automatic. 
2. Low in Price. 

3. High Speed. 

4. Wide Range. 

%- Quick Changeover. 


G&G. Both ends sealed si- 
multaneously. aes 


crimes AND SEMI-AUTOMATIC 


@ Napkin Stacking Machines. ® Gummed Tape Sealing Machines. 
® Carton Glue Sealing Machines. @ Heat and Glue Bag Sealing Machines. 
® Shipping Case Sealing Machines. © Glass Jar and Bottle Packing Machines. 


® Special Conveyors for Bottles and Cartons. 





The machines shown fully automatically seal both ends of filled cartons at 30 
to 80 per minute, range from 2" to 20" deep any width or length. Size change- 
over 10 minutes or less. 


CONTAINER EQUIPMENT CORPORATION 


ENGINEERS — DESIGNERS — MANUFACTURERS 
202-208 RIVERSIDE AVENUE $3 NEWARK, N. J. 
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BOSTITCH 


Hand 
Foot 
Motor 


operated 
Fasteners 
Staplers 
Stitchers 


are used by this edible 
nut company for bag 
sealing and making 
card displays. 





In carding and bag sealing, as in all phases of production, profitable efficiency largely depends on 
having the proper tools. Send a brief outline of your fastening problem and Bostitch will gladly give 
you competent suggestions as to equipment, methods, and costs. 





er LINC. 76,'t Division Suse 


a 137 Your name and address on the coupon at the 
si SERRE RIPERE ELECTUS Oa VERE CE roe ee re ee ee left will bring you full information, How 
NC nan co eee ee ee ee ee re ee en eee i Bostitch Can Help Your Business. Send it 
NG icc igeeachbaereedareatkaaalawkne tLe or a letter today. 
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nations. This cannot be said to be the case in the 
United States, for habitually we are not wine drinkers. 
Wherever gourmets gather there will of course be dis- 
cussion and drinking of fine wines, a different one, of 
particular characteristics and exact vintage, accompany- 
ing and enhancing the gastronomic niceties of each 
course. But since these enlightened individuals, whose 
knowledge, tastes and purses admirably suit their pecu- 
liar needs, are numbered in the hundreds, they could 
hardly be expected to materially influence the tastes of 
the millions who make up the rank and file. 

The problem therefore seems to be pretty well wrapped 
up in the answer to this question: with good wines 
readily available, in modern, sanitary and convenient 
sized packages, offered at popular prices, will it be pos- 
sible to develop and educate the tastes of the masses, 
above the beer and hard liquor classifications, induced 





by the years of Prohibition and the seemingly uppermost 
desire that what is consumed shall be possessed of *‘a 
real kick,’’ to the point where they can and will enjoy 
beverages of lesser potency but more abundant bouquet? 
It is a tremendously interesting challenge, and one that 
can be sure to attract widespread attention and interest. 
From the extensive and ambitious plans made, and now 
being executed, by the Eastern Wine Corporation, there 
can be little doubt in its mind as to what the ultimate 
answer will be. In the new quarters at the Bronx Ter- 
minal Market, New York, the company has large vat 
storage and modern automatic packaging facilities 
which, combined with railroad and other distribution 
conveniences, are prepared to effectively serve the exten- 
sive trade which is already insight. On receipt from the 
wineries, the wine supply is transferred from the tank 
cars to giant storage vats, from which it is drawn to 
supplementary tanks, elevated above the filling devices. 
‘‘Double-Lined’’ cans, the product of the National Can 
Company, move in rapid succession to the can fillers, 
then pass on to the pre-curler, which prepares them for 
ultimate closing in the vacuum-sealing unit, from which 
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ert ih USE 
LUSTEROID 


Perhaps the strongest appeal 
at point-of-purchase is that of 
sight. Soldiers on dress pa- 
rade are always more attrac- 
tive to the eye than those in 
dull service drab. And so it is 
Watch the 


. see them 


with packages. 

buying public . . 
reach for the bright, lustrous 
units that sparkle and call at- 
And 


more particularly, see them 


tention to themselves. 


reach for Lusteroid packages. 


Use Lusteroid for your next 
packaging job. It's strong, 
tough, unbreakable—y et 
light in weight. Its smooth, 
grainless surface is adaptable 
to cylindrical shapes and ac- 
cepts fine printing in trans- 
parent or opaque colors. 


When you require the un- 
usual in packaging, consult 
this organization. There's no 
obligation. We'll be glad to 
assist you. 














CONTAINER COMPANY, INC. 





Formerly Lusteroid Division of 
THE SILLCOCKS-MILLER COMPANY 


10 PARKER AVENUE, WEST 
SOUTH ORANGE a NEW JERSEY 
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CAPEM and HOEPNER 
machines give STREAMLINED 
PERFORMANCE as well! 


Always ahead of the standards in their field, these two 
famous lines stand today far beyond any predecessors in 
terms of higher speed, better work, more even production 
and low cost output. 

May we have the opportunity of showing you the evi- 
dence behind these claims . . . in terms of actual perform- 
ance in leading plants? Our broad experience is avail- 
able to you without obligation. 


A-B-C’'s of leadership, taken from our installation files. 


A-—American Sugar Ref., American Stores, Albers Bros. Millg., 
Allied Products, American Beet Sugar, Avery Salt Co., Amal- 
gamated Sugar, American Cyanamid, Arbuckle Coffee Co., 
Armour & Co., Armstrong Cork Co., ete., etc. 


B—Bristol Myers Co., Borden's, Best Foods, Bayer & Co., 
Beechnut Packing Co., Boots Ltd., Burma Vita, Burroughs Bros., 
Barton Salt, etc., etc 


C—Commercial Solvents, Colgate Co., California Packing Co., 
Chesebrough Mfg. Co., Continental Distilleries, Cooperative 
G.L.F., Campana Corp., Corn Products Ref., etc., etc. 


CONSOLIDATED PACKAGING 
MACHINERY CORP. 


1400 WEST AVE. BUFFALO, N. Y. 
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point they are labeled and automatically loaded in 
shipping containers. 

Initial advertising is being confined to newspapers, 
throughout suburban points in New York and New 
Jersey, with more intensive coverage contemplated as 
wine markets expand and are developed. In this modern 
form of packaging—in units which should prove popu- 
lar—consumer appetites are being given an opportunity 
to sample the finest of California wines. Inasmuch as 
cases of assorted wines are being packed, this means that 
for a moderate outlay any household can now afford the 
choicest qualities of domestic wines both for home and 
guest preference and consumption. 


PLANTS AND PERSONALTIES 


(Continued from page 84) 


NALCO, INC., sales division of George Schmitt & 
Company, Inc., lithographers of Brooklyn, N. Y., an- 
nounce that after Feb. 1, 1937, they will be located at 
116 East 27th St., New York. 


E. LEONARD KOPPEL, advertising art and indus- 
trial design, has moved his resident-studio, now being 
located at 23 West 69th St., New York; telephone 
TRafalgar 7-888. 


HOWARD M. BUCKMAN, formerly vice president 
of The Roland G. E. Ullman Organization, Philadelphia, 
has been appointed advertising manager of The F. J. 
Stokes Machine Company, manufacturers of chemical, 
pharmaceutical and process equipment. The appoint- 
ment is effective Jan. r. 


EDGAR E. GUTTENBERG has been made publicity 
manager of the Calvert Distillers Corporation, Chrysler 
Building, New York, succeeding Jay C. Griffith who 
recently resigned. In addition to his publicity work, 
Mr. Guttenberg will act as assistant to William A. 
Jensen, national sales promotion manager. 


LOS ANGELES PAPER BOX MANUFACTURERS 
ASSOCIATION held its annual Christmas ‘‘jinks’’ at the 
Brettwood Country Club on Dec. 17, 1936. Following 
luncheon members and their guests played golf. This 
was followed by a dinner in the evening, awarding of 
prizes, and entertainment. 


TYPOGRAPHIC CRAFTSMEN, INC., 305 East 45th 
St., New York, announce the affiliation of Theodore 
Mihm, who has won national recognition as art director 
and designer specializing in visualization, packaging, 
layout, lettering and industrial design, for more exten- 
sive service to those planning advertising in limited or 
extensive campaigns. 


CONTINENTAL CAN COMPANY, INC., has an- 
nounced the purchase of a forty-five acre plot in Tampa, 
Florida, which will be used as a site for a new plant for 
the manufacture of packers’ cans. Construction is ex- 
pected to start shortly, plans calling for floor area of 
70,000 square feet and involving the expenditure, with 
equipment, of about $500,000.00. 


RAR HENS 
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R. H. HOOKWAY, colorist, has been placed in charge 
of a new department for The Sherwin-Williams Com- 
pany, to be known as the Industrial and Transportation 
Color Service. Combining its efforts with those of the 
S-W Paint Engineering Service, it offers designers, manu- 
facturers and industrial consultants a specialized service 
in securing effective color treatments and suitable types 
of finishing materials. Mr. Hookway’s department has 
cooperated on the following problems of color and finish: 
The New Haven streamlined Comet, The New York 
Central Mercury, Packard motor cars, Hoover vacuum 
cleaners and Cleveland tractors. 


UNION BAG & PAPER CORPORATION announces 
approval of plans to proceed with construction of a third 
unit, for the manufacture of kraft pulp and paper at the 
company’s new mill at Savannah, Georgia. This new 
unit is expected to come into production in the fall of 
1937, following completion of the second unit (now 
under construction) in July 1937. The stated purpose 
of the new addition is to make the company a completely 
integrated unit, independent of outside sources of pulp 
and paper supplies, and to allow the transfer of produc- 
tion of bags and wrapping paper to the Southern plant. 


Second Annual British Package Contest 


For the second successive year the publishers of The 
Boxmakers’ Journal and Packaging Review are sponsoring 
the Annual British Package Contest, now being held in 
London, England. 

The basic aim of this contest is to promote increased 
interest in packaging efficiency, and to encourage manu- 
facturers and package suppliers who are attempting to 
solve packaging problems in a scientific way. In a 
substantial way, this contest serves as a central clearing 
house, bringing to light new ideas in construction, new 
ways of using materials, and in general stimulating and 
rewarding package designers and package material 
suppliers for unusually effective packaging efforts. 

Packages and display units, actually put into produc- 
tion during the year of 1936, are eligible for entry under 
eleven different classifications. The Board of Judges is 
composed of six of the ablest British executives, repre- 
senting the several viewpoints from which modern 
packages must be appraised. Award certificates will be 
sent direct to suppliers and users of materials used in the 
winning packages, with illustrations and descriptions 
appearing in the February issue of The Boxmakers’ Journal 
and Packaging Review. 

Early reports are to the effect that entries thus far 
surpass those entered in the First Annual British Package 
Contest, held last year, which indicates the large degree 
of interest and help which this effort is bringing to the 
packaging industry in Great Britain. 

(Editor's note: It is expected that a complete set of 
the winning packages, in the eleven classifications, will 
be sent to us for a special showing in the Permanent 
Packaging Exposition, maintained by the publishers of 
Mopern PackaGING, at 425 Fourth Ave., New York.) 
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All lis Days 
Are birthdays. 


Most of us find birthdays peculiarly disap- 
pointing events. To even the least senti- 
mental person a birthday gives secret prom- 
ise of a definite moment that will signalize 
a mystic turning point in life. But the mo- 
ment passes, and with it pass the promise 
and the hope... But if one could contrive 
to blot out the intervening days and cram 
into that one day the essence of a year, birth- 
days would be extraordinarily stirring events 
in even the most prosaic lives... Something 
of this sort it is that explains the allure and 
appeal of the annual Packaging Exposition 
of the American Management Association. 
Its days are reckoned only in birthdays: in 
its brief, brilliant measure is concentrated a 
year’s progress in the ideas, materials, sup- 
plies, equipment and services of the swiftly 
moving, progressive packaging, packing and 
shipping industries. . . You will find the 
seventh birthday of the Packaging Expo- 
sition and of its concurrent conferences and 


clinics an altogether profitable and memor- 


able event. 


7th PACKAGING 
EXPOSITION 


Hotel Pennsylvania, New York City 


Mareh 23-26 
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5- and 10-Cent Store Packages on Parade 


An event of growing importance is the fourth annual 
‘‘s and 10°’ Packaging Show, sponsored by the publishers 
of the Syndicate Store Merchandiser, which will be held 
from Jan. 13 to 16 inclusive, at the Mezzanine Galleries 
of the RCA Building, Rockefeller Center, New York. 

The primary purpose of this event is to stimulate a 
greater appreciation, interest and utilization of modern 
packaging materials and methods, and to give proper 
recognition to the 5 cent and 1o cent article, or line of 
items, judged to have the best designed package intro- 
duced to the variety chain store counters during the 
year of 1936. This recognition is in the form of the 
Merchandiser’s Trophy, which last year was awarded 
to the Colgate-Palmolive-Peet Company's 10 cent 
Cashmere Bouquet line of cosmetics. In addition, there 
are special awards for the package manufacturers and 
designers of the five next best packaged articles, all 
prizes to be given during the show. 

Judging will be done by three impartial authorities 
on package design and will be based on the package's 
sales value in open display, durability and protection 
to contents, low production cost (as estimated by the 
judges), and general suitability to contents. 

In addition to the exhibition of all entries and prize- 
winners, the show will have departments devoted to 
other phases of *‘5 and 10"’ packaging, such as suggested 
redesigns for current ‘‘5 and 10°’ packages, etc. 


1936 ABDICATES WITH ACHIEVEMENTS 


(Continued from page 82) in 1937, and it can be ex- 
pected that a liberal share of this business will be placed 
directly or indirectly as the result of packaging activi- 
tives. During 1936 the use of lacquers and varnishes 
for package surfaces was increased, due to greater ac- 
ceptance and because of improved processes of applica- 
tion and products. A highly successful introduction, 
and one which is certain to progress rapidly was that of 
direct color photograph reproduction on labels. Al- 
ready this process has found favor with several food 
manufacturers. 

Printed waxed wraps, applied to plain carton shells, 
via “‘electric eye’’ registration, are not new, although 
1936 saw their increased use. An entirely new develop- 
ment was that of four-color halftone reproduction on 
waxed paper for carton wraps in the cracker field. Tight 
wrapping, in which other types of papers are used, is 
making excellent progress. In the field of wrapping, 
more extended use of laminated cellulose and opaque 
printing were noticeable. 

Advances made in the container group covered prac- 
tically every type. Window cartons were more in 
evidence than ever before. Paper bags improved in 
decoration, methods of closure and in the number of 
combinations of materials offered. Similarly, carton 
linings and methods of application were improved. 
Paper containers for milk showed a definite advance and 








were used in far greater volume than at any time pre- 
vious. Another development which made headway was 
that of fibre cans for oil. In the collapsible tube field, 
a “‘unitainer’’—an extruded shell sealed by crimping— 
was adopted for various powder and liquid products. 
Serving as excellent displays, as well as offering protec- 
tion to their included products, were large size rigid 
transparent containers of cellulose acetate. Glass con- 
tainers continued their consistent progress in design, 
convenience and utility, and closures of every type 
kept pace. In the plastics field there was a noticeable 
increase in the number of stock molds available for 
both closures and containers, as well as newer applica- 
tions and designs produced in all of the several types of 
plastics. A special article appearing in the November 
1936 issue of MopEerNn PackaGING reviewed the subject 
of plastics for the year. 

In the field of shipping containers, one of the most im- 
portant developments to be offered to manufacturers 
was that of applied color and embossing treatment to 
corrugated board. By a special process, the ordinarily 
drab shipping case can now become a “‘silent salesman,”’ 
and include surface decoration that reflects credit on its 
user. Greater use was made of floor stands so construc- 
ted as to serve originally as shipping containers. An- 
other advance was registered in the development of new 
corrugated boxes and baskets for fruits and vegetables. 

Displays for the merchandising of packages and prod- 
ucts have advanced in beauty of design, ingenuity, and 
in their ability to impress and intrigue consumers. With 
an increasing consciousness of the functions that good 
displays can perform, manufacturers are turning whole- 
sale to this form of product promotion, and display 
manufacturers, realizing the responsibility placed upon 
them to deliver effective designs, have established new 
heights in obtaining customer attention. Due to space 
limitations it is not possible to outline this progress, 
but a glance through the Modern Display section in- 
cluded in the current issues of MopERN PackaciNe will 
leave no doubts as to the advances made during 1936 
and the promises for the future. The results of the 
nation-wide survey, conducted by Dr. Miller McClin- 
tock, covering window displays, is now well towards 
completion and will be announced this year. This will 
make available a mass of usable, constructive informa- 
tion relating to practically every phase of display. 

Notable advances were made in all types of packaging 
equipment—fillers, sealers, labelers, cartoners, wrappers, 
etc.—these consisting of refinements for increased pro- 
duction and simplified movement. Further applications 
of the ‘‘electric eye’’ were in evidence and others are 
imminent. For the first time, slow motion photography 
with time microscope was applied to the study of pack- 
age machinery operation, and it is believed that this 
means of research will result in equipment improvement. 
Noticeable, too, is the increasing use of supplementary 
devices employed to secure products free from injurious 
substances or insect infestation either before or after 
packaging. Packaging plant practice showed improve- 
ment in the greater adoption of straight line production 


Packages that Radiate 


Sw ee 





EETLE has a persuasive charm that is irresistible 
B when molded in artistic packages such as those 
shown here. Colorful, decorative, striking in its 
smooth, sleek beauty, it has the power to create a 
quality background and make sales faster than sales 
were ever made before. Beetle can give your product 
the same eye-catching, sales-starting display value it 
has given hundreds of other products. Here are three 


that have been remarkably successful—and reasons why: 


LARSEN FRUIT CAKE 
BOX—because it is col- 
orful . . . appetizingly 
clean-looking . . . pos- 
sesses high re-use 
value. For such pack- 
ages Beetle is ideal, 
for it is impervious to 
the effects of foods... 
tasteless . . . odorless 
. durable . . . non- 
shatterable. 





GEM SAFETY RAZOR CASE 
—because it is not only 
smart and attractive, but 
highly practical... wash- 
able . . . sanitary .. . 
rust-proof... and in 
harmony with the mod- 
ern bathroom idea. 


COSMETIC CONTAINERS 
— because they are ex- 
quisitely designed and 
molded . . . worthy in 
every respect of the high 
quality products they 
contain. Note how Beetle 
lends itself to delicate 
objects and intricate de- 
signs. 





Consider these sales features in your own package—consult 

Beetle in making up your designs for next year. Our experi- 

ence is at your disposal and we will welcome the opportunity 

to work with you. 

BEETLE PRODUCTS DIVISION OF AMERICAN CYANAMID COMPANY 
34 ROCKEFELLER PLAZA, NEW YORK, N.Y. 


Beetle 


IN ALL COLORS 


IT’S ALL COLOR AND 
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THE LOW COST OF UPKEEP 


on a slitting machine using razor blades is at once 
obvious to the man who thinks in terms of reduced 
maintenance costs. Here is something REALLY NEW! 


For “Cellophane” Sylphrap & Glassine. 
Ball Bearing Throughout 
Individual Rewind Tension adjusted without stopping 
Send for circular to-day 
BECK RAZOR BLADE SLITTER 





Also BECK Automatic Roll Sheet Cutter 


CHARLES BECK MACHINE COMPANY 
13th & Callowhill Sts. Philadelphia, Pa. 











CYLINDRICAL ENGRAVINGS 
FOR ROTARY PRESSES 







] 


Perfect register— 


any number of colors— 






minimum wear. 


Eee eG ed 


MODEL MACHINERY CORP. 
5 Fae 5 @e 


165 West 21st Street 
Tel. WAtkins 9-0569 
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and simplification. The action taken by a large phar- 
maceutical company in obtaining noise abatement in its 
plant is particularly worthy of mention among the 1936 
accomplishments. 

In retrospect, certainly the light of packaging glowed 
with increasing intensity during 1936. A good year, 
we believe, will be the reply of all of those who have 
worked conscientiously with and for packaging. With 
its record of attainment established as that of consistent 
progesss and public aprobation and with new develop- 
ments already under way there is every reason to look 
forward to greater accomplishment and opportunity for 
service in 1937. 


SEALING-IN FRESHNESS AND FLAVOR 


(Continued from page 59) completely convinced that 
vapor-vacuum sealing was all that its owners claimed for 
it and that our packing troubles were a thing of the past. 
We conducted these tests by packing the product as it 
was ordinarily carried on, and by vapor-vacuum seal- 
ing several cases from the same batch.”’ 

These comparative packages were stored—some at 
room temperatures, others at various degrees of incuba- 
tion and still others under refrigeration. Periodically 
these packages were opened—samples of those packages 
which were not hermetically sealed, together with 
vapor-vacuum sealed packages. In every instance the 
vapor-vacuum sealed packages had retained their origi- 
nal flavor and freshness. There was entire freedom from 
rancidity, oxidation and surface discoloration. This 
was not true of the non-hermetically sealed packages and 
the difference in flavor and freshness became more ap- 
parent as the tests continued. 

Mr. Utley has expressed the conviction that this 
new process perfectly preserves the highly perishable 
products for indefinite periods and under all conditions 
of storage. The process has been fully adopted for 
mayonnaise and salad dressing packaging. 

A most important feature of the KingTaste packages 
is that they are ‘‘tamper proof.’’ The closures are locked 
on by vacuum. They cannot be unscrewed or lifted off 
easily for inspection by the curious-minded. However 
when ready for serving, the back of a knife blade inserted 
under the lid makes it a simple matter to break the 
vacuum-seal and open the package. 

There are six ‘‘members’’ of the KingTaste mayonnaise 
and KingTaste salad dressing family. The quart and 
pint packages in Mason jars are made with a top-sealed 
cap covering the threads of the jar, permitting its re-use 
by the housewife for home canning purposes. The 
closure itself is definitely hermetic, and after opening 
furnishes the ideal service cap for the package during its 
life. The 12- and 8-oz. tumblers are of thin blown glass 
sensibly decorated as to furnish the housewife with a 
useful tumbler after the product has been consumed, 
and these packages are sealed with the top seal cap which 
forms a hermetic seal and a cover cap during the life of 
the product. For the 4- and 8-oz. packages the closure 





¢ 





is definitely as tamper proof as the others, and is also 
an ideal service cap. Closures and the vapor-vacuum 
sealing process were supplied by the White Cap Co. 

Reactions from consumers have been such as to fully 
justify the adoption of vapor-vacuum sealing for the 
longer shelf life of the packages and for the delivery to 
Mrs. Consumer of KingTaste mayonnaise and salad 
dressing in the purity and freshness of perfect condition. 


GET ACQUAINTED WITH THE 
WRAPPING MACHINE 


(Continued from 57) at the lower right, a card- 
board tray is indicated at X-1 in which is placed one or 
more items to be wrapped in line, an end view of one item 
being shown at Y-1. The type of wrap placed around 
both the goods and their retaining tray is the same as 
shown in the center of this illustration with the end 
being indicated at W-1 before being turned under. 

A rather unusual illustration that shows in considet- 
able detail the internal construction of another type of 
wrapping machine is seen at Fig. 5. This is principally 
used in connection with the re-ordering of repair parts 
but is admirably suited to a study of the internal con- 
struction of the machine. 

This shows a roll of wrapping material at A, the ma- 
terial being fed below a series of tension rolls at B and 
over a feed roll C into the wrapping position of the ma- 
chine. A package being wrapped is shown by the dotted 
lines at D, this being carried along by a chain conveyor 
E. Various other units are named directly on the illus- 
tration such as the ‘‘wax chamber’’ which is heated by 
steam, the ‘‘speed belt’’ that carries the wrapped 
goods from the machine to a ‘delivery belt.”’ 

The drive is taken from the motor at the top of the ma- 
chine and is carried through a pulley F and a clutch 
mechanism to gear G. On the end of this shaft is a 
sprocket H which drives a cross shaft at the upper right 
hand end of the machine. The conveyor chains E and J 
are impelled by suitable sprockets on the cross shaft, 
being carried over another pair of sprockets at K. 
This sprocket shaft in turn operates the reverse belt 
shaft at L; gears at M drive the speed belt. 

In connection with the machine shown in Fig. 5 a 
partial list of parts is given on the table directly above. 
The notations thereon give but a small number of the 
total parts found in the entire machine and are given 
merely as an indication of an effective way of having the 
machine user and maker agree as to part numbers and 
names which are given in columns one or three and two 
or four, respectively. The small numbers in the circles 
of Figure 5 correspond to the numbers in the list. 

Important assemblies that have to be removed from 
the machine at frequent intervals are, as a rule, best 
handled by having the machine operator follow a 
definite procedure as outlined by the manufacturer 
whose interest is best served when a minimum of set-up 
time is lost from the daily production run. A drawing 
that features instructions for removing a package 
reverse belt is shown by Fig. 6. 














METAL FOIL 
MACHINERY 


for 


MOUNTING 


Aluminum foil on paper or carton, 
using wax, glue or bitumen. 
COLORING . 
using alcohol or nitro-cellulose 
lacquer. 
PRINTING 
Aniline Printing Machine, 
working from roll upon roll, com- 
bined with cross cutter for making 
labels. 
Rotation Book Printing Press, 
for printer’s ink, combined with 
cross cutter, especially for printing 
of bright or embossed foil not 
mounted on paper. 
Machine for creping, gumming, 
waxing, pasting and embossing. 


GEBRUDER DORSTLING G.m.b.H. 


Coswig / Dresden 14 


Agent for U.S.A.—F. W. Jaeger, 
140 Liberty St., N. ¥. C. 
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**T cut and stack up to 57,000 sheets 
per hour. Automatically! Cello- 
phane, Sylphrap, Glassine, Waxed 
Paper, Foil, ete. ... at rates from 
2400 large sheets to 57,000 small 
sheets an hour!”’ 


HANDLES TWO ROLLS AT ONCE 


Sheeting twice the number of sheets with every cut. Extra 
attachments, for handling four rolls ... re-doubles ca- 
pacity. NO OPERATOR! Only one adjustment. Slitter 


and counter furnished if desired. Works from any electric 
socket ... portable! Only 3 x 4 feet of floor space needed. 
Electric Eye furnished if sheeting printed material. 
Cutting your own stock with this machine, you save 10-25% 
on material costs alone by buying by the roll. 
full specifications and surprisingly low price. 


PETERS MACHINERY COMPANY 


Write for 


GENERAL OFFICE AND FACTORY 
4700 RAVENSWOOD AVENUE, CHICAGO, ILL. 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


originators of 
Opaque aniline inks 


Opaque Aniline White #20682 for glassine, regular 
cellophane carton and paper stocks. 


Opaque Aniline Buckeye White #24881—Designed 
especially for moistureproof and heat-sealing 


cellophane. 
Opaque Aniline Yellow #21253—suitable for any 
type of stock. 


These immediate drying OPAQUE aniline inks 
work clean, are free from settling, and can 
be used alone or with various dyestuffs. 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 


SPECIALISTS 


in the manufacture of 


CAN & BOTTLE 
CLOSURES 


ir: 
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JET us quote you on your 
requirements. Hun- 
c dreds of dies and molds 
available for Lead and Tin 
Collapsible Tubes, Aluminum 
and Nickel Plated Cork Tops, 
Polished Copper Can, 
Sprinkler Tops, Screw Caps, 
Aluminum and Colored Zinc 
Capped Corks, Lead and Tin 
Coated Spouts, Metal Special- 
ties. Over 75 years’ experi- 
ence in meeting the needs of 
packagers. Call upon us for 
aid, 


CONSOLIDATED FRUIT JAR COMPANY 
NEW BRUNSWICK = NEW JERSEY 
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CUSTOMIZED HABERDASHERY 


(Continued from page 53) of a design which through 
its simplicity, character and directness would build an 
atmosphere around these products which they might 
lose if they were removed from the package. Copy was 
tied in with the theme used in personal selling—namely, 
the fact that these garments were customized—and 
the design consisted of a sufficiently dark background 
to give proper contrast and emphasis to the displayed 
or visible section of the garment, and ready legibility 
to the text. The final step was to utilize folding box- 
boards to fashion a sturdy package which would give 
equal protection to the more expensive set-up boxes, 
to compensate for the inclusion of the open window 
feature. While units of more than one were used for 
the hosiery, undershirts and shorts packages, it was 
felt that each dress shirt should have its own individual 
box, so that with a minimum of handling the consumer 
could receive this product, clean, fresh and attractive, 
just as it left the plant, and ready for immediate usage. 

Although these packages have but recently been put 
into use indications are that they will entirely justify 
the thought and effort that was expended on their 
creation and development. They assist in keeping the 
merchandise cleaner, fresher and more attractive, and are 
of a nature where they make a favorable impression on 
the consumer as to the thought and care the retailer 
exercises in the handling of products. 


OLYMPIC VILLAGE IN COOKIE PACKAGES 


(Continued from page 48) plot and other trimmings 
being given free, with the first home or package pur- 
chased. The entire plan was properly merchandised 
through the use of billboards, radio and newspaper ad- 
vertising, the wide distribution of a miniature news- 
paper, known as the “‘Olympic Village News,’’ and 
finally each driver-salesman carried one of the Olympic 
Villages completely set-up on his truck, so that all the 
youngsters along his route might see and examine it. 

The first youngster in each neighborhood to get his 
Olympic Village was naturally the envy of every other 
one, and there was no peace for the parents until each 
had one or more of the new, fascinating toys. Youthful 
enthusiasm and desire are spontaneous and infectious, 
and when they can be harnessed into a plan such as this 
Helms Baking promotion, the scheme is bound to work 
out profitably for the sponsor. 

Since all deliveries were made by the Helms driver- 
salesmen, they were enabled to reach and talk to thou- 
sands of housewives never before seen, not once but over 
six contacts, each time telling them more of the complete 
Helms story, as they delivered one more of the six Olym- 
pic houses to each of their customers. 

The fact that fifty thousand complete sets were sold 
readily testifies to the efficacy of making one’s packages 
merchandising tools for the products sold, rather than 
simply “‘containers.”’ 
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Cigarette Case Gift 
Package—Handsome 


Walnut DUREZ Ciga- 
rette Case and 50 
Gillette Blades—5 
packages of 10’s. Cig- 
arette case alone is 
worth $1.00. 


Double-use box 
is molded entirely of Durez 


LADES by Gillette, package by 
Durez—an almost unbeatable 
combination for a Christmas gift. 
Here’s the package that has everything 
.. it’s light in weight, strong, durable, 
pleasant to touch. Shoppers liked its 
sleek “quality’’ appearance, its com- 
pact shape. And after blades are used, 
it makes a handy cigarette case — 
another strong selling point. 
When you are faced with a packag- 


ing problem, investigate Durez. It has 


almost unlimited design possibilities 


of the GILLETTE 
Christmas packages 






and is available in a wide range of 
colors. Durez packages are easy to 
produce, come out of the mold com- 
plete with insets, partitions and the 
final surface finish. Let us send you 
sample jars, boxes, closures . . . and 
“Packaging News” free each month. 
Address General Plastics Inc., 121] 


Walck Road, North Tonawanda, N. Y. 
GENERAL PLASTICS’ 


DUREZ 


See us at the Packaging Exposition, March 23 to 26, Hotel Pennsylvania, New York City 











The search of modern packagers for color ended with their 
discovery that Plaskon provides an infinite range of pure 
colors and a guaranty of uniformity and permanence of 
every color. Hundreds of applications have since spread 
the fame of Molded Color throughout the industry. Yet, no 
less important to modern packagers is a clear understanding 
of Plaskon’s other advantages. 

The new and beautiful Harriet Hubbard Ayer traveling 


case contains seven peach colored cosmetic jars* which 


illustrate the improvement—in both appearance and per- 
formance—following upon the adoption of Plaskon. These 
jars supplanted opal glass jars because they keep Ayer 
cosmetics in perfect condition, because they are 70% lighter 


in weight and practically unbreakable, and because they 


are opened and closed more easily. In considering materials, 


remember that the so-called practical properties are as much 
a part of Plaskon as its famed color beauty. 


*The Ayer jars are molded by Colt's Patent Fire Arms Company. 


PLASKON COMPANY, INC...2122 SYLVAN AVE. ..TOLEDO, OHIO 





